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but  not  chronicled  Page  16 


E&P’s  interactive 
show  wraps  up 

From  trenchant  remarks 
by  Michael  Bloomberg, 
to  1 ,300  attendees  and  1 1 9 
vendors,  action  lively  Page  9 
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gets  another  shot 
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PERIODICAL  NEWSPAPER 


HEARST:  WHERE  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY 


DAVID  horsey’s 
EDITORIAL 
CARTOONS 
DRAW  ACCLAIM 
EROM  READERS  AND 
THE  NATIONAL 
PRESS  FOUNDATION. 


JOURI^ISM 


When  the  National  Press  Foundation  presented  the  1998  Berryman  Cartoonist  of  the  Year 
Award  to  David  Horsey,  it  did  not  surprise  readers  of  the  Seattle  Post-Intelligencer.  Horsey’s  readers 
have  been  treated  to  his  wry  perspective  in  both  his  cartoons  and  the  commentaries  that  often 
accompany  his  work. 

His  intricately  illustrated  “Beltway  Apocalypse”  is  everything  a  good  editorial  cartoon  should 
be.  It  appeared  with  his  commentary  on  a  full-page  of  a  Sunday  section  last  spring. 

While  many  cartoonists  around  the  country  focused  on  this  subject,  the  National  Press 
Foundation  judges  were  especially  impressed  with  Horsey’s  interpretation  of  the  scandal  that  was 
endangering  the  presidency.  In  fact.  “Beltway  Apocalypse”  was  cited  by  the  judges  for  exhibiting 
“artistic  craftsmanship,  along  with  a  sharp  wit  and  pointed  criticism  of  the  events  in  the  news.” 

The  Seattle  Post-Intelligencer  has  always  recognized  the  importance  of  offering  readers 
insightful  editorial  cartoons.  As  part  of  Hearst’s  continuing  commitment  to  Journalism  of 
Distinction,  the  newspaper  sent  Horsey  to  D.C.  for  a  year  to  deepen  his  understanding  of  the 
political  climate  in  the  Capital.  The  result  was  an  award-winning,  satirical  look  at  events —one  more 
way  Hearst  Newspapers  enrich  readers’  lives  every  day. 


See  David  Horsey’s  award-winning  work  on  the  web  at  www.seattle-pi.com 


The 
Newsroom 
Brain:  A 
Working  Guide 
to  Journalism 
Decisions 


This  interactive  book  explores 
the  how  and  why  of 
newsroom  ethics.  From  NMC, 
the  media  management  center 
at  Northwestern  University, 
The  Newsroom  Brain  offers 
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% 
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a  panorama  of  the  ethical 
landscape 
with  real-life 
scenarios  to 
challenge  everyone 
from  readers  to  experienced 
editors.  Participants  can 
compare  their  reaction  to  the 
actions  of  real  editors  at  real 
newspapers.  The  book's 
attractive  design  photocopies 
easily  and  offers  insightful 
commentary  to  guide 
discussion. 

To  order 

The  Newsroom  Brain 

from  NMC,  call  847.491.4900 
or  send  $37.75  to 

The  Newsroom  Brain 
NMC 

1007  Church  St  Suite  312 
Evanston  IL  60201 

Make  checks  payable  to  NMC.  Please 
provide  complete  shipping  information 
(allow  14  days  for  delivery.) 
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Sheraton.  Columbia,  Md. 
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Conference,  Lisbon,  Portugal 

Inland  Press  Association  Weekly  Newspaper  Publishers 
Conference,  Tucson,  Ariz. 

Inland  Press  Association  Key  Executives  Conference.  El 
Conquistador.  Tucson,  Ariz. 
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^~6  Hilton.  Huntington  Beach.  Calif. 

L  '*P  .11 .1?  1.3  5.7  Great  Lakes/Midstate  Newspaper 

If'  Production  Conference.  Holiday  Inn 

3  33  Select  Convention  Center,  St.  Louis.  Mo. 

10-12  New  England  Newspaper  Association 

Convention.  Westin  Hotel,  Bo.ston.  Mass. 
Independent  Free  Papers  of  America  Spring  Conference,  Adams 
Mark  at  the  Florida  Mall,  Orlando,  Fla. 

National  College  Media  Spring  Convention,  Marriott  Marquis. 
New  York.  N.Y. 

National  Newspaper  Association  Government  Affairs  Conference, 
Hyatt  Regency  on  Capitol  Hill.  Washington,  D.C. 

Society  of  Professional  Journalists  Region  One  Annual 
Convention.  The  Omni,  New  Haven,  Conn. 

Inter-American  Press  Association  Mid-year  Meeting,  Hotel 
Wyndham.  Montego  Bay,  Jamaica 

Inland  Press  Association  Editors  Conference,  Chicago,  III. 
America  East  Newspaper  Operations  &  Technology  Conference, 
Hershey  Lodge  &  Convention  Center,  Hershey,  Pa. 
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Midwest  Free  Community  Papers  Spring 
Meeting,  Inn  at  University,  West  Des 
Moines,  Iowa 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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Papers  addicted 
to  handicapping 

Like  compulsive  gamblers  after  another 
bad  day  at  the  track,  the  news  media  seem 
to  follow  each  election  with  a  solemn  vow 
about  their  coverage:  next  time,  no  more 
horse  races.  When  next  time  comes 
around,  though,  news  organizations  are 
back  handicapping  with  the  rest  of  the  rail- 
birds.  That  was  the  case  again  during  the 
1998  elections,  according  to  a  study  by 
Northwestern  University’s  Medill  School 
of  Journalism  and  the  Project  for  Ex¬ 
cellence  in  Journalism. 

Looking  at  the  content  of  three  nation¬ 
al  newspapers  and  four  metro  papers  dur¬ 
ing  the  last  two  weeks  of  the  1998  cam¬ 
paign,  when  citizens  are  paying  the  most 
attention,  the  study  found  that  more  than 
half  of  the  coverage  focused  on  the  horse 
race  angle  of  which  candidates  were 
ahead  and  which  behind. 

Newspapers,  in  fact,  paid  nearly  the 
same  attention  to  the  horse  race  aspect  of 
the  campaign  as  did  television.  Those 
stories  comprised  57%  of  national  news¬ 
paper  coverage  and  46%  of  local  news¬ 
paper  coverage,  compared  to  47%  on  net¬ 
work  television  news  and  57%  on  local 
television.  —  Mark  Fitzgerald 

Rack  reprieve 
in  Pittsburgh 

Pittsburgh  newspaper  executives  are 
celebrating  after  the  City  Council  agreed 
to  let  the  papers  police  their  own  news 
racks.  The  council  on  Feb.  16  adopted  the 
“Good  Neighbor  Program”  that  puts  dis¬ 
tributors  in  charge  of  monitoring  rack 
placement.  A  group  of  17  newspapers 
countered  with  the  policy  after  city  offi¬ 
cials  proposed  a  crackdown  on  news 
racks,  citing  complaints  that  racks  got  in 
the  way  of  emergency  vehicles.  Pitts¬ 
burgh  Post-Gazette  vice  president  Bob 
Higdon  says  the  newspapers  are  “tickled 
to  death”  to  get  their  way.  “Obviously,  the 
burden  is  on  us  to  prove  we  are  good 
neighbors.”  —  Lucia  Moses 

Tribune  voted 
‘Most  Admired’ 

For  the  second  year  in  row.  Tribune 
Co.  is  ranked  as  the  most  admired  com¬ 
pany  in  its  industry  in  Fortune  magazine’s 
annual  list  of  “America’s  Most  Admired 


HOT  TYPE 


Companies.”  Tribune  scored  significantly 
higher  than  its  industry  peers  in  the  cate¬ 
gories  of  management  quality,  financial 
soundness,  innovation,  and  investment 
value.  The  list,  the  17th  by  the  business 
magazine,  is  based  on  surveys  of  execu¬ 
tives,  outside  directors,  and  securities 
analysts. 

New  York  Times  Co.  came  in  second  on 
the  list,  followed  by  Gannett  Co.;  Knight 
Bidder  Inc.;  Times  Mirror  Co.;  and  Dow 
Jones  Inc.  The  publisher  McGraw-Hill 
was  seventh,  followed  by  the  printing  firm 
R.R.  Donnelly  &  Sons;  greeting  card 
maker  American  Greetings;  and  Readers 
Digest  Association.  —  Mark  Fitzgerald 

R-e-s-p-e-c-t? 

“Sock  it  to  me,”  Aretha  Franklin 
demands  in  her  best-known  song,  so  the 
Detroit  Free  Press  did.  Now  the  newspa¬ 
per  is  feeling  the  wrath  of  the  diva  who 
gave  the  world  “Who’s  Zoomin’  Who?” 
“(You  Make  Me  Feel  Like)  A  Natural 
Woman,”  and,  of  course,  “Respect.” 

She  and  her  legions  of  fans  are  livid 
about  a  Feb.  15  front-page  story  reporting 
something  her  creditors  have  known  for 
years;  Aretha  doesn’t  pay  her  bills.  The 
story  by  David  Zeman,  Brian  McCollum, 
and  L.L.  Brasier  documents  a  decade- 
long  pattern  of  stiffing  “her  caterer,  den¬ 
tists,  accountants,  lawyers,  songwriter, 
music  arranger,  moving  company,  land¬ 
lords,  dressmaker,  limo  drivers,  tax  col¬ 
lectors,  landscaper,  home  inspector  ... 
even  the  guardian  for  her  mentally  ill 
son.”  Aretha  also  stiffed  the  Free  Press 
reporters,  refusing  to  be  interviewed  and 
blasting  the  story  on  radio  and  TV  sta¬ 
tions  around  town  after  it  was  published. 

“With  respect  to  a  front-page  story  that 
ran  in  a  local  paper,  it  is  clearly,  in  my 
opinion  and  in  the  opinion  of  many  oth¬ 
ers,  a  malicious  and  vicious  attempt  to 
discredit  me  by  reprinting  old,  warmed- 
over  news  that  local  people  knew  about 
15  years  ago  to  have  a  cumulative  effect 
with  the  general  public,”  Franklin  said  in 
a  statement. 

Family  and  friends  were  harsher:  “To 
call  you  ‘reporters’  would  be  an  insult  to 
legitimate  journalists.  ‘Terrorists’  would 
be  a  more  appropriate  description,”  wrote 
her  sister  Erma  V.  Franklin.  “You  have 
used  your  newspaper  to  humiliate  one  of 
the  jewels  of  Detroit  —  a  rare  commodi¬ 
ty  still,”  wrote  S.E.  Weber  of  Troy. 

“We  intended  no  malice,  no  disrespect, 
and  no  lack  of  concern  for  Ms.  Franklin,” 


Jeff  C  hristensenf  REUTERS 


Aretha  Franklin  and  fans  are  fuming. 

Free  Press  executive  editor  Robert  G. 
McGruder  says  in  a  follow-up  story. 
“There  was  no  vicious  attempt  to  discred¬ 
it  her.  We  wish  Ms.  Franklin  had  talked  to 
us  as  we  asked  before  we  wrote  the  story. 
She  chose  not  to.”  It’s  not  as  if  every  read¬ 
er  sided  with  Aretha,  either.  Gale  Jelics  of 
Canton,  for  instance,  had  this  pithy  advice 
for  the  singer;  “Shut  up  and  pay  up.” 

—  Mark  Fitzgerald 

Lawsuit  results 
in  scholarships 

In  a  little  twist  of  justice,  a  Rochester, 
Mich.,  university’s  fight  to  choose  its 
president  in  secret  is  going  to  fund  future 
journalists  who  will  work  to  make  govern¬ 
ment  actions  public.  The  Oakland  Press 
Endowment  Scholarship  for  Journalism 
Excellence  was  launched  Feb.  16  with  a 
$50,000  contribution  from  the  85,(X)0-cir- 
culation  daily  in  a  ceremony  with  Oakland 
University  president  Gary  Russi. 

It  was  a  grip-and-grin  check  passing 
freighted  with  irony.  When  the  Press 
won  an  Open  Meetings  Act  lawsuit  in 
1995  forcing  Oakland  University  to  stop 
conducting  its  search  for  a  new  president 
in  secret,  the  school  simply  shut  down 
the  hiring  process  rather  than  open  it  to 
the  public. 

A  year  later,  Michigan’s  legislature 
amended  the  Open  Meetings  Act  to  per¬ 
mit  much  more  secrecy  in  the  hiring  of 
college  presidents.  Russi,  who  had  been 
serving  as  the  school’s  “interim”  presi¬ 
dent  for  more  than  a  year,  was  formally 
appointed  president  without  any  public 
hearing.  —  Mark  Fitzgerald 
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They  were  sentenced  to  hard  labor  in  the 
frozen  wasteland  of  Siberia,  Millions 
died,  worked  or  starved  to  death  in 
Stalin’s  camps.  A  few  survived.  And  now, 
after  fifty  years,  they  tell  their  stories. 


Stolen  Years 


A  PBS  Special  airing  on 
the  eve  of  the  anniversary 
of  Stalin’s  death  — 

March  4, 1999  at  10  p.m. 

Stolen  Vears  deals  with 
this  dark  period  of  history 
“//I  a  way  which  is  most 
valuable  to  a  historian  — 
first-hand  accounts, ” 

—  Robert  Conquest, 
Historian 


Produced  by  The  Blackwell 
Corporation  and  The  Evans-McCan 
Group  in  Association  with  South 
Carolina  Educational  Television. 
Neal  B.  Freeman. 

Executive  Producer 


©1999  The  Blackwell  Corporation 
The  Blackwell  Corporation, 

USA  Today  Building  ^ 

1000  Wilson  Boulevard 
Arlington.  VA  22209 
(703)  524-2300 
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Wanted:  Enquiring  minds 

Investment  firm  tries  to  thaw  the  ‘frozen’  tabloid  business 
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In  aftermath  of  O.J.,  Diana,  and  Monica,  tabs  need  CPR. 


by  Lucia  Moses 

A  New  York  invest¬ 
ment  firm  bought 
the  parent  compa¬ 
ny  of  the  National  En¬ 
quirer  and  Star  magazine 
and  hired  a  powerhouse 
publisher  to  revitalize  and 
expand  the  ailing  supermar¬ 
ket  tabloids. 

Evercore  Capital  Partners 
LLC  purchased  American 
Media  Inc.  for  $767  million, 
including  $473  million  in 
debt,  and  hired  David  J. 

Pecker,  CEO  of  Hachette 
Filipacchi  Magazines,  the 
third-largest  consumer  maga¬ 
zine  publisher  with  28  titles, 
including  Elle  and  George. 

Pecker  will  resign  his  position 
and  receive  an  equity  stake  in 
American  Media. 

Evercore  and  Pecker  plan  a  $50  million 
advertising  and  marketing  campaign  to 
boost  circulation  at  the  tabloids,  which 
industry  executives  say  are  underpromoted, 
and  are  considering  expanding  the  tabloids 
into  teen  and  Spanish-language  versions 
and  television  programming. 

Evercore  principal  Austin  Beutner  says 
he  considers  the  magazines  “rock-solid 
franchises”  that  have  the  ability  to  pay 


“very,  very  handsome  dividends.” 

Beutner  says  he  plans  to  use  American 
Media’s  generous  cash  flow  to  expand  the 
existing  tabloids  and  buy  new  properties. 

He  also  plans  to  grow  revenues  through 
DSl,  a  subsidiary  of  American  Media  that 
provides  business  marketing  .services. 

Pecker  and  Beutner  say  no  personnel 
changes  are  planned  at  American  Media. 

Established  three  years  ago,  Evercore 


Partners  makes  private  equi¬ 
ty  investments  through  its 
Evercore  Capital  Partners 
affiliate,  which  is  headed  by 
former  Clinton  administra¬ 
tion  deputy  treasury  secretary 
Roger  C.  Altman.  Evercore 
clients  have  included  Dow 
Jones  &  Co.,  which  Evercore 
advised  on  its  joint  venture 
between  The  Wall  Street 
Journal  and  CNBC  and  the  sale 
of  its  former  business  informa¬ 
tion  service.  Telerate. 

Pecker  brings  an  impressive 
resume  to  American  Media. 
During  his  seven  years  as  CEO  at 
Hachette  Filipacchi,  he  doubled 
sales  and  began  new  media  and 
film  productions  divisions. 

Bishop  Cheen,  an  analyst  who 
follows  American  Media  for  First 
Union  Capital  Markets,  says  Peck¬ 
er’s  hiring  and  Evercore ’s  plans  to  diver¬ 
sify  and  expand  the  company  could  give 
American  Media  the  shakeup  it  needs. 

“This  company  has  been  frozen  like  a 
deer  caught  in  headlights,”  says  Cheen.  “It 
wasn’t  sure  which  way  to  go.” 

The  changes  come  as  the  tabloids  have 
fallen  on  hard  times.  The  magazines  lost 
core  readers  to  the  mainstream  media 
during  the  O.J.  trial  and  death  of  Princess 
see  Tabloids  on  page  77 


Union  to  fight 

With  fears  of  losing  jobs  and  one  of  the  city’s  newspapers, 
a  union  is  protesting  The  Seattle  Times'  planned  conver¬ 
sion  to  a  morning  paper. 

The  King  County  Labor  Council  plans  to  file  an  objection 
with  the  Justice  Department  to  the  proposed  conversion,  which 
would  let  the  Times  compete  directly  with  its  joint  operating  part¬ 
ner,  the  Post-Intelligencer.  The  conversion,  which  is  expected  to 
take  two  years,  is  pending  approval  by  the  Justice  Department. 

“It’s  our  belief  that  once  the  Times  goes  head-to-head  with 
the  P-I,  only  one  will  actually  succeed,  and  our  area  will  be 
limited  to  one  single  source  of  information,”  .says  Miguel 
Gomez,  business  agent  for  Teamsters  Local  174,  which  repre¬ 
sents  about  90  woiicers  at  the  two  newspapers. 

Under  the  amended  contract,  the  Hearst  Corp.,  parent  com¬ 
pany  of  the  P-I,  would  be  the  first  potential  buyer  if  the  Blethen 
family  sells  its  controlling  interest  in  the  Times. 


Seattle  switch 

Times  president  Mason  Sizemore  says  he’s  confident  both 
newspapers  can  survive  in  the  a.m.  cycle.  “My  assumption  is 
that  these  two  newspapers  can  compete  and  be  successful.” 

Sizemore,  who  says  he  hadn’t  received  official  notice  of  the 
objection,  says  he  believes  the  union’s  objection  will  have  little 
impact  on  the  conversion’s  approval. 

The  Times'  daily  circulation,  while  still  greater  than  the  P-Ts, 
has  slipped,  and  the  newspaper  says  readers  it  surveyed  indicated 
that  they  prefer  a  morning  edition.  In  exchange  for  the  conversion, 
the  renegotiated  JOA  gives  the  P-I  a  bigger  share  of  the  profits. 

Union  officials  concede  they  may  not  be  able  to  stop  the  con¬ 
version  by  the  Times,  but  they  do  hope  to  at  least  delay  it. 

No  decision  has  been  made  on  job  losses  associated  with  the 
conversion.  Gomez  predicts  the  conversion  by  itself  will  cut 
work  hours  by  30%.  The  unions  and  management  have  not 
begun  bargaining  over  work  schedule  changes.  —  Lucia  Moses 
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Under  high-tech  tent, 
content  still  reigns 

But  exciting  revenue-driving  products 
abound  at  interactive  conference 


by  Carl  Sullivan 

Self-made  financial  maven  Michael 
Bloomberg  told  the  newspaper 
industry  last  week  not  to  worry  too 
much  about  keeping  up  with  technology. 
“In  the  end,  I  think  there’s  too  much  focus 
on  technology  without  thinking  about 
content,”  Bloomberg  said  at  Editor  & 
Publisher’s  10th  Annual  Interactive 
Newspapers  Conference  in  Atlanta.  He 
told  the  newspaper  new  media  crowd  that 
technology  should  always  be  a  secondary 
concern  to  publishing  quality  content  that 
readers  can’t  get  elsewhere. 

Editorial  content  was  just  one  of  the 
major  topics  at  this  year’s  conference,  the 
largest  ever  with  over  1 ,300  attendees  and 
1 19  vendors  exhibiting  their  products  and 
services,  A  decade  ago,  there  were  only 
50  participants  and  no  exhibitors  at  the 
first  Interactive  Newspapers  conference 
in  Dallas. 

Larry  Kramer,  president  and  CEO  of 
MarketWatch.com,  said  1998  was  clearly 
the  year  for  national  news  on  the  Web, 
with  the  Starr  Report  and  the  entire 
Clinton  scandal  transforming  news  sites 
into  real-time  news  providers.  Much  was 
also  made  of  several  new  studies  showing 
how  an  increasingly  larger  group  of  aver¬ 
age  Americans  are  turning  to  the  Net  for 
daily  news. 

While  the  editorial  types  talked  editori¬ 
al,  publishers  talked  profits. 

Editor  &  Publisher  publisher  D.  Colin 
Phillips  disclosed  some  surprisingly  good 
news  for  the  interactive  news  industry.  He 
said  a  forthcoming  study  on  interactive 
services  from  E&P  will  reveal  that  25% 
of  newspapers  are  reporting  a  profit  on 
their  electronic  editions.  Furthermore, 
another  25%  expect  to  be  profitable  by 
the  end  of  this  year. 

The  conference  was  abuzz  with  tales  of 
how  publishers  have  been  able  to  obtain  a 
once  elusive  goal  —  being  in  the  black. 
What  was  clear  is  that  hardly  anyone  is 
making  money  off  advertising  alone.  E- 
commerce,  content  for  a  fee,  and  nonpub¬ 


lishing  Internet  .services  are  some  of  the 
ways  publishers  are  turning  a  profit. 

In  terms  of  deals,  last  week  brought 
several  big  announcements,  including 
Compaq’s  purchase  of 
Zip2  Corp.  for  $303 
million,  according  to 
industry  sources.  (See 
story  on  Page  12.) 

Zip2  customers  in 
attendance  wondered 
what  the  news  will 
mean  to  them.  While 
some  were  excited  at 
the  prospect  of  greatly 
increased  traffic  for 
their  local  portals, 
others  wondered  if 
Compaq’s  AltaVista 
brand  can  ever  com¬ 
pete  with  Yahoo!, 

America  Online,  and 
other  Web  giants. 

In  other  news, 

KOZ.com  of  Research 
Triangle,  N.C.,  pur¬ 
chased  Acuity  Corp.’s 
well-regarded  ichat 
software  which  allows  for  real-time  com¬ 
munication  over  the  Internet.  KOZ  will 
incorporate  the  .software  into  its  commu¬ 
nity  publishing  system  used  by  many 
newspapers. 

A  number  of  other  companies  serving 
the  online  newspaper  industry  announced 
partnerships  and  product  enhancements 
la.st  week.  Thomson  Interactive  Media  of 
Stamford,  Conn.,  released  Classified  IQ 
5.1,  the  company’s  latest  online  classi¬ 
fieds  product  which  includes  a  search 
engine,  streaming  video  capability,  e- 
mail,  automatic  hotlinks,  and  online  ad 
placement. 

In  the  advertising  realm.  Real  Media  of 
New  York  unveiled  Open  AdStream  5.0, 
the  latest  version  of  its  widely  deployed 
ad  management  software.  The  update 
includes  tools  to  automate  contact  man¬ 
agement,  scheduling,  and  contracts  for 
sales  representatives.  The  software  will 


also  help  manage  sales  planning,  revenue 
forecasting,  billing,  invoicing,  and  multi¬ 
account  management. 

In  terms  of  partnerships,  PowerAdz.com 
of  Rensselaer.  N.Y.,  is  teaming  with  com¬ 
petitor  Classified  Ventures  LLC  of  Chicago 
for  its  new  Auction  Hill  Network,  which 
will  include  business-to-consumer  online 
auctions.  Classified  Ventures’  Auction 
Universe  subsidiary  is  involved  in  the  deal. 

While  the  companies  that  serve  online 
newspapers  are  busy  working  together, 
newspapers  themselves  were  criticized  for 
not  taking  advantage  of  the  Web’s  oppor¬ 
tunities  for  teamwork. 

“Newspapers  have  been  pathetic  at 
forming  strategic  part¬ 
nerships,”  said  David 
Hiller,  senior  vice  presi¬ 
dent  of  development  at 
Chicago’s  Tribune  Co. 
Not  mincing  words, 
Hiller  encouraged  the 
industry  to  find  partners 
with  a  common  vision. 
To  be  a  successful  part¬ 
ner,  said  Hiller,  newspa¬ 
pers  must  have  equity 
incentives  for  their  part¬ 
ners,  strong  manage¬ 
ment,  an  active  senior 
level  board,  serious  capi¬ 
tal,  and  strong  affiliate 
commitment. 

For  smaller  media 
companies,  William  An¬ 
derson,  president  and 
CEO  of  Intelligent  Life 
Corp.  (formerly  Bank 
Rate  Monitor),  suggest¬ 
ed  co-branding  as  a  strategic  option.  "The 
challenge  is  to  meet  users’  expectations 
and  still  generate  a  profit.” 

To  meet  this  challenge,  Anderson  said 
that  co-branding’s  objectives  are  to  spread 
out  fixed  costs  by  increasing  the  number 
of  distribution  outlets  and  to  raise  the 
value  of  the  site’s  information  content. 
Co-branding  also  meets  the  needs  of 
advertisers  by  providing  them  with  an 
efficient  buy. 

While  the  focus  was  on  the  Web,  tradi¬ 
tional  newspapers  were  always  a  part  of 
the  conversation. 

As  Bloomberg  said.  “The  serious  jjeo- 
ple  who  read  real  news  still  read  newspa¬ 
pers.  People  won’t  stop  reading  the  news¬ 
paper  until  they  find  a  more  reJ.iable  way.” 
Bloomberg  suggested  it  will  be  some  time 
before  the  newspaper  as  we  know  it  today 
will  be  supplanted  by  the  Web  or  any 
other  technology. 


For  full  conference  coverage 
see  our  Web  site: 

vsfww.mediainfo.com  ...  r 
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Making  the  most  of  online  revenue  ops 

Web  execs  discuss  various  business  models  for  publishing  ventures 


by  Jennie  L.  Phipps 

Since  their  humble  beginnings, 
online  newspapers  have  been  busy 
trying  to  get  a  foothold  on  the 
Internet.  Now  they’re  consolidating  and 
preparing  to  leverage  opportunities  and 
resources.  The  goal  is  to  turn  the  Web  into 
a  profit-making  opportunity  that  rivals  the 
profitable  print  segment  of  the  business. 

A  panel  of  seven  representatives  of 
newspaper  online  operations  offered  their 
viewpoints  and  practical  tips  to  about  300 
people  who  attended  the  business  seg¬ 
ment  of  the  preconference  sessions  at 
Editor  &  Publisher’s  10th  Annual 
Interactive  Newspapers  Conference  in 
Atlanta  Feb.  17. 

One  of  the  areas  to  get  the  most  atten¬ 
tion  was  online  classifieds  —  a  potential 
gold  mine  that  everybody  recognizes  but 
nobody  is  fully  exploiting.  Craig  Savage, 
director  of  Classified  Ventures,  a  cooper¬ 
ative  classified  effort  whose  major  news¬ 
paper  partners  include  The  Washington 
Post  Co.,  Times  Mirror,  The  New  York 
Times  Co.,  Gannett  Co.  Inc.,  Knight 
Ridder,  Tribune  Co.,  Central  Newspapers, 
and  McClatchy,  talked  about  the  $  1 8  bil¬ 
lion  newspaper  classified  market.  He  pre¬ 
dicted  that  by  2003,  the  Internet  is  likely 
to  capture  23%  of  that  market. 

The  bulk  of  that  business  will  be  in 
familiar  areas  —  homes,  cars,  and  jobs.  If 
newspapers  are  going  to  hold  onto  those 
dollars.  Savage  says,  they’re  going  to 
have  to  make  a  tremendous  investment  in  1 


technology  and  talent.  After  all,  the  com¬ 
petition  includes  companies  like 
Microsoft  which  know  and  understand 
the  potential  for  classified  revenue. 

But  newspapers  have  long  owned  the 
classified  business  and 
that  gives  them  a  leg  up  on 
even  the  largest  competi¬ 
tor,  Savage  says.  “The 
classified  business  is 
yours  to  lose.” 

One  newspaper  compa¬ 
ny  that  has  taken  that  warn¬ 
ing  .seriously  is  the  weekly 
Chronicle  of  Higher 
Education.  Panel  member 
Kathleen  Collins,  associate 
publisher  for  recruitment 
advertising,  says  her  news¬ 
paper  was  the  first  to  put  recruitment 
advertising  on  the  Internet.  She  estimates 
that  75%  of  traffic  to  her  site  is  for  job  list¬ 
ings.  And  as  the  Internet  has  become  more 
popular  and  better  promoted  in  the  print  I 
publication,  the  number  of  online  users  j 
has  grown  45%  over  the  last  three  years.  [ 

Collins  says  that  the  growth  in  the  use  | 
of  online  classifieds  has  been  something  j 
of  a  catch-22  for  the  newspaper.  While  it  j 
is  gratifying  and  ultimately  profitable  for  j 
readers  to  flock  to  the  online  classifieds,  | 
the  circulation  department  fears  that  it  j 
will  be  at  the  expense  of  paid  readership  i 
of  the  print  product  and  its  display 
advertisers. 

To  resolve  that  issue,  the  paper  has  ! 
adopted  a  subscription  model.  Print 


subscribers  get  to  see  the  online  classi¬ 
fieds  before  nonsubscribers,  and  they 
are  also  offered  an  enhanced  online 
product  that  includes  features  not  found 
in  the  print  version. 

Collins  believes  that  in 
the  long  run  the  opportuni¬ 
ties  for  her  newspaper  are 
not  in  duplicating  classi¬ 
fieds  online,  but  in  using 
the  unique  features  of  the 
Web  to  capture  advertising 
that  print  products  have 
never  been  able  to  crack. 
For  instance,  she  estimates 
that  10%  of  employment 
openings  are  advertised; 
90%  never  are.  Providing 
ways  for  job  seekers  to  find 
those  openings  and  for  employers  to  fill 
those  unadvertised  jobs  is  an  enormous 
potential  market,  Collins  says. 

Brad  Mindich,  director  of  online  media 
for  Phoenix  Media  Corp.  and  TPI,  its  per¬ 
sonals  subsidiary,  scolded  newspapers  for 
not  leveraging  the  information  they  col¬ 
lect  on  readers  and  advertisers.  Mindich 
used  a  dramatic  illustration  of  a  single 
personal  ad.  Using  voice  recognition  soft¬ 
ware  and  a  program  that  was  able  to 
extract  useful  demographic  and  personal 
data  from  a  voice  personal,  Mindich 
demonstrated  that  savvy  marketers  could 
target  a  personals  user  for  the  benefit  of 
the  paper  and  other  advertisers. 

Users  of  voice  personals  are  usually 
forthcoming  about  employment,  resi¬ 
dence,  interests,  and  hobbies.  Mindich 
says  his  company  will  share  this  informa¬ 
tion  with  newspapers  that  use  TPI  and 
this  partnership  can  result  in  advertising 
revenue  from  companies  interested  in  this 
kind  of  highly  targeted  marketing.  In  his 
example,  the  personals  user  was  a  teacher 
who  also  had  a  second  job,  lived  in  an 
affluent  neighborhood  and  liked  hockey 
and  bike  riding. 

In  Mindich ’s  scenario,  the  advertisers 
would  have  the  opportunity  to  place  ads 
on  the  linked  page  where  the  personals 
user  went  to  get  her  results  —  ads  that 
only  she  would  see.  Mindich  dismissed 
privacy  concerns,  saying  that  the  informa¬ 
tion  never  left  TPI  and  users  have  the 
option  of  not  buying  a  personals  ad. 
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“Parade  is  an 
integral  part  of  our 
paper.  It’s  something 
we  feel  we  must  give 
our  readers.” 

-John  L.  Dotson  Jr,  Publisher, 

Akron  Beacon  Journal 


insightful  stories.  Celebrity  profiles.  Advice.  Parade  has  something  for  everyone.  Everywhere.  Every 
Sunday.  No  wonder  Parade  has  amassed  an  audience  of  fiercely  loyal  readers  across  the  country. 
Each  week,  Parade  makes  an  impact  on  countless  households.  And  hundreds  of  pubkshers. 
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Mercury  Newsf  new  Web  site 

SiliconValley.com  to  expand  paper’s  technology  coverage 


by  David  Noack 

Seeking  to  parlay  its  unique  geo¬ 
graphic  location  covering  Califor¬ 
nia’s  Silicon  Valley,  the  San  Jose 
Mercury  News  officially  debuted 
SiliconValley.com  Feb.  16,  leading  off 
with  a  comprehensive  look  at  high-tech 
venture  capital  funding.  The  site  builds  off 
of  the  newspaper’s  technology  reporting 
that  has  been  popular  among  high-tech 
workers  and  the  online  news  industry. 

The  kickoff  story  highlights  how  the 
SiliconValley  raked  in  $4.55  billion  in 
venture  capital  funding,  a  billion  dollars 
more  than  in  1997  —  an  increase  of 
almost  29%,  according  to  a  Money  Tree 
Survey  by  PricewaterhouseCoopers,  a 
business  and  financial  advisory  company. 
Venture  capitalists  increased  their  invest¬ 
ments  nationally  by  24%  over  1997,  with 
Internet-related  investments  soaring  66%. 

And  for  the  first  time,  the  full  database 
of  the  survey  will  be  available  in  a  com¬ 
pletely  searchable  format  online.  The 
venture  capital  survey  is  a  quarterly  study 
of  equity  investments  made  by  the  ven¬ 
ture  capital  community  in  private  compa¬ 
nies  in  the  United  States. 


ASSIGNMENT 

HOMICIDE 

Behind  the  Headlines 


Author  at  Murder  Scene 

is  available  in  bookstores  or  call  800-243-5644.  or  contact 

Sunstone  Press,  PO  Bo*  2321,  Santa  Fe,  NM  87504-2321, 
505-088-4418,  or  fax,  505-988-1025 
Amaiw  also  has  H. 

Jeanne  Toomey  has  worked  for  as  many  as  20 
newspapers,  coast  to  coast,  starting  in  1943. 

Heartaches,  Passionate  mix-ups  resulting  in 
sudden  death,  plane  crashes,  jail  breaks,  complex 
court  cases-every  kind  of  disaster  -  were  daily 
fare  for  reporters  in  America’s  largest  city.  Here  is 
their  story:  uncolored,  unbiased,  bigger  than  life. 

ASSIGNMENT  HOMICIDE;  PRICE  $22.95 


1  2 


Other  features  of  the  new  Web  site 
include:  continuously  updated  news,  from 
wire  services.  Mercury  News  editors,  and 
SiliconValley.com  staffers;  regularly 
scheduled  news  reports  on  tech  topics  to 
provide  the  latest  “need  to 
know”  information;  major 
features  packages  on  key 
technology  events,  such  as 
the  Department  of  Justice 
investigation  into 

Microsoft;  thought-pro¬ 
voking  columns  from  the 
most  respected  writers  in 
Silicon  Valley;  and  a 
searchable  database  of  the 
key  150  Silicon  Valley 
companies. 

“The  Money  Tree  sur¬ 
vey  is  an  excellent  example  of  what 
SiliconValley.com  will  do  best,”  says  Bob 
Ryan,  director  of  online  publishing  at  the 
Mercury  News.  “We’re  able  to  take  an 
eagerly-awaited  survey  and  deliver  it  in  a 
flexible,  manageable  way,  allowing  read¬ 
ers  to  understand  more  comprehensively 
what  a  staggering  amount  of  investment 
continues  to  flow  into  the  innovators  and 
entrepreneurs  of  Silicon  Valley.’ 


Jay  Harris,  publisher  of  the  Mercury 
News,  says,  “We’ve  put  together  a  pack¬ 
age  that  is  uniquely  Silicon  Valley. 
Unique  because  it  applies  the  Journalistic 
standards  of  a  respected  news  organiza¬ 
tion  to  the  hectic,  hyperbol¬ 
ic  world  of  technology  — 
then  offers  insights  and  con¬ 
text  that  could  only  be 
gained  by  covering  this 
place  and  its  people  day  in 
and  day  out.” 

In  addition  to  editorial 
content,  the  site  will  also 
allow  users  to  get  techni¬ 
cal  information  and 
includes  an  e-commerce 
feature,  with  links  to  sites 
where  consumers  can  buy 
hardware,  books,  and  software. 
There’s  even  a  contest  for  a  new 
laptop  computer. 

The  move  by  Mercury  Center  to  cre¬ 
ate  a  Web  site  devoted  to  high-tech 
news  faces  competition  from  CNET, 
the  computer  network  based  in  San 
Francisco,  and  a  slew  of  other  online 
and  computer  news  sources  such  as 
I  Ziff-Davis  and  Newsbytes.  Bi 
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Compaq  goes  local  with  Zlp2 


by  Carl  Sullivan 

Compaq  Computer  Corp.  of 
Houston  announced  Feb.  16  that 
it  will  purchase  Zip2  Corp.  for  an 
undisclosed  amount  of  cash.  The 
Mountain  View,  Calif.-based  Zip2  is 
well  known  in  the  newspaper  industry 
as  a  provider  of  Web  hosting  services. 
Zip2  also  announced  a  new  local  portal 
platform  on  Feb.  17  at  the  Editor  & 
Publisher  Interactive  Newspapers 
Conference  in  Atlanta. 

With  the  acquisition,  Compaq  hopes 
to  position  its  AltaVista  Co.  division  as 
both  a  strong  national  and  local  portal 
on  the  Internet. 

“[Compaq’s]  goal  is  to  become  a 
significant  player  on  a  national  basis 
with  the  AltaVista  portal  site  and  to 
work  with  local  players  too,”  says 


Bruce  Murray,  vice  president  for  mar¬ 
keting  at  Zip2. 

“Compaq  sees  the  content  and 
resources  of  local  newspapers  as  being 
an  incredibly  strong  set  of  assets.” 

Zip2  has  agreements  with  local 
media  companies  in  over  165  markets, 
and  130  of  those  markets  have  already 
launched  Zip2-powered  Web  sites. 
Murray  says  Compaq  is  anxious  to 
reach  local  consumers. 

Many  Compaq  computers  already 
have  a  built-in  key  on  the  keyboard 
which  takes  users  directly  to  the 
Internet.  According  to  Compaq,  that 
“Instant  Internet”  key  drives  more  than 
20  million  user  visits  to  the  AltaVista 
Web  site  each  month.  Murray  says  future 
models  with  also  feature  a  “local 
Internet”  key  that  will  take  users  to  local 
Zip2-powered  portals. 
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Cross-ownership  fight  renewed 

Bill  would  lift  FCC  ban  on  newspaper  acquisition  of  radio/TV  stations 


by  Kelvin  Childs 

The  vice  chairman  of  the  House  sub¬ 
committee  on  telecommunications 
has  reintroduced  a  bill  calling  for 
the  end  of  the  newspaper/TV  cross-own¬ 
ership  ban. 

H.R.  598  would  have  the  Federal 
Communications  Commission  (FCC)  do 
away  with  any  provisions  forbidding  a 
newspaper  from  acquiring  or  renewing  an 
AM,  FM,  or  TV  station  broadcast  license. 
It  was  introduced  Feb.  4  by  U.S.  Rep. 
Michael  G.  Oxley,  R-Ohio,  of  the  sub¬ 
committee  on  Telecommunications,  Con¬ 
sumer  Protection,  and  Trade. 

“Diversity  and  competition  abound  in 
the  news  media  and  information  indus¬ 
tries,”  Oxley  says.  “The  ban  is  outdated 
and  anti-competitive.” 

The  FCC  has  the  authority  to  rescind  the 
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rule  on  its  own  but  hasn’t  moved  to  do  so. 
Under  the  Telecommunications  Act  of 
1996,  the  agency  is  required  to  review  all 
its  broadcast  rules  every  two  years  and  sun¬ 
set  those  no  longer  in  the  public  interest. 

The  FCC,  however, 
took  the  opportunity  to  “Div 

reconsider  all  its  rules  . 

and  hasn’t  finished  the  300  COf 

review  for  1998,  begun  SbOU 

last  August.  In  December,  Thn  I 

commissioner  Harold 
Furchtgott-Roth  issued  a  OUtdS'l 

status  report  on  the 

1  r.L,  I  3ntl“COIT 

review  critical  of  the  slow 

pace  of  the  effort.  —  U.S.  Rei 

The  FCC  held  hear-  Oxley, 

ings  Feb.  1 2  on  a  related 
rule  that  forbids  one  owner  from  owning 
TV  and  radio  stations  in  the  same  markets. 

“Those  proceedings  have  not  come 
before  the  commission  for  a  vote  up  until 
now,  and  so  they’re  still  basically  being 
reviewed  and  under  study  by  the  Mass 
Media  bureau,”  says  FCC  spokesman 
David  Fiske.  As  for  Oxley’s  bill,  Fiske 
says  the  agency  as  a  general  rule  does  not 
take  a  position  on  pending  legislation. 

A  number  of  media  companies,  as 
well  as  the  Newspaper  Association  of 
America  (NAA)  and  the  National 
Association  of  Broadcasters,  have  called 
for  the  end  of  the  cross-ownership  rule 


“Diversity 
and  competition 
abound. ... 
The  ban  is 
outdated  and 
anti-competitive.” 

—  U.S.  Rep.  Michael  G. 
Oxley,  R-Ohio 


these  rules  are  long  overdue  for  revision 
and  noted  that  cable  TV  companies  aren’t 
under  such  limits. 

“We  don’t  believe  the  newspaper 
cross-ownership  ban  is  good  public  poli¬ 
cy,  nor  is  it  constitution¬ 
al'^  al,”  says  Charles  Sennett, 

counsel  for  Tribune  Co. 
jeillion  Tribune  is  under  a  tempo- 

...  rary  waiver  of  the  rule, 

.  over  a  Miami  TV  station 

it  acquired  when  it 
d  and  merged  with  Renaissance 

AjAj  »  Communications  Corp. 

Olllive.  in  1 997_  The  pCC  regards 

/liCHAEL  G.  the  TV  station  as  being 

■Ohio  within  the  same  market 

as  the  Tribune’s  Sun- 
Sentinel  newspaper  in  Fort  Lauderdale, 
contrary  to  the  Tribune’s  contention. 

Tribune  lost  a  court  challenge  to  the 
FCC’s  order  to  sell  the  newspaper  or  the 
TV  station  within  a  year  of  the  merger. 
That  sale  date,  in  March  1998,  fell  just  a 
few  months  before  the  FCC  began  the 
biennial  review.  The  FCC  initially 
refused  to  grant  a  temporary  waiver  for 
the  duration  of  the  review  but  granted  it 
last  March. 

"Tribune’s  Job  is  not  to  make  policy  for 
the  whole  country,”  says  Sennett,  but  he 
adds  that  the  company’s  view  is  that  the 
FCC  should  ease  the  restriction  with 


almost  since  it  was  instituted  in  1975.  i  regard  to  purchases  in  competitive  mar- 


;  The  rule  is  meant  to  ensure  a  diversity  of 
'  viewpoints  by  preventing  an  owner  from 
!  buying  multiple  outlets  and  dominating 
the  market.  The  rules  do  allow  newspa¬ 
pers  to  buy  TV  and  radio  stations  in  areas 
where  they  don’t  circulate. 

“NAA  and  other  interested  parties,  once 
j  again,  have  presented  an  overwhelming 
i  and  persuasive  amount  of  evidence  that  the 
newspaper/broadcast  cross-ownership  re¬ 
striction  no  longer  serves  the  public  inter¬ 
est,  if  it  ever  did.  It  is  time  for  the  com¬ 
mission  to  recognize  the  vast  changes  in 
,  the  mass  media  marketplace  and  allow 
1  newspapers  to  purchase  radio  and  televi¬ 
sion  .stations  in  their  local  markets,”  says 
NAA  president  and  CEO  John  F.  Stunn. 

Mike  McCarthy,  executive  vice  presi- 
I  dent  and  general  counsel  of  the  A.H.  Belo 
j  Corp.,  testified  at  the  hearing  on  the 
duopoly  rule.  He  says  Belo’s  view  is  that 


kets.  There  has  been  some  discussion  of 
easing  the  waiver  policy  so  that  sales  are 
Judged  case  by  case,  he  says. 

Mimi  Feller,  vice  president  of  public 
affairs  and  government  relations  for 
Gannett  Co.,  says  the  ban  has  kept 
Gannett  out  of  large  markets  like  New 
York  City  and  San  Francisco  because  it 
owns  papers  in  Westchester  County,  N.Y., 
and  Marin  County,  Calif.  Although  FCC 
rules  allow  a  broadcast  owner  to  reach 
35%  of  the  United  States,  Gannett  reach¬ 
es  16.6%,  and  the  rule  hampers  its  ability 
to  reach  more,  says  Feller. 

However,  Thomas  P.  Van  Wazer,  a 
lawyer  at  the  Washington  firm  of  Sidley  & 
Austin,  which  represents  Tribune  Co., 
wonders  how  far  Oxley’s  bill  could  go 
without  strong  congressional  support.  “1 
don’t  see  that  it  sends  any  message  to  the 
FCC,”  he  says.  ■} 
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SF  hero’s  checkered  past 
examined,  hut  not  chronicled 

Enters  media  spotlight  after  being  shot  trying  to  thwart  bank  robber 


by  Joe  Strupp 

After  Antonio  Castillo  stopped  an 
armed  robber  in  a  San  Francisco 
bank,  taking  a  bullet  to  the  head  in 
the  process,  the  local  media  had  no  prob¬ 
lem  proclaiming  him  a  bona  fide  hero. 

But  when  information  later  surfaced 
that  Castillo  had  a  violent  past  as  a 
drinker  who  had  killed  someone  in  a 
drunken  driving  accident  and  spent  time 
in  jail  following  a  bar  fight,  San 
Francisco’s  daily  newspapers  took  decid¬ 
edly  different  approaches  to  the  coverage. 

While  the  afternoon  San  Francisco 
Examiner  chose  to  publish  the  informa¬ 
tion  about  the  26-year-old’s  past  legal 
problems,  the  morning  San  Francisco 
Chronicle,  and  most  other  Bay  area 


Examiner  executive  editor  Phil  Bron- 
stein  disagrees.  He  admits  that  the  deci¬ 
sion  to  publish  Castillo’s  past  history  is  a 
difficult  one  but  adds  that  coverage  of  a 
story  means  coverage  of  everything. 

“There  is  a  tendency  to  characterize 
people  in  a  one-dimensional  way,”  says 
Bronstein.  “I  think  we  decided  that  peo¬ 
ple  are  complicated  and  messy,  every¬ 
one.  We  all  know  that  things  are  not 
black  and  white.” 

Castillo,  who  remains  in  recovery  at 
San  Francisco  General  Hospital,  first  gar¬ 
nered  fame  on  Jan.  15  when  he  tackled 
armed  robber  Buford  White  during  a 
hold-up  at  a  Bank  of  America  branch. 
Police  say  Ca.stillo  was  shot  in  the  head 
by  White  after  knocking  him  down. 

White,  a  suspect  in  at  least  10  other 


manslaughter  conviction  Castillo  received 
after  a  fatal  accident  in  which  a  47-year- 
old  man  died.  That  incident  landed  Cas¬ 
tillo  in  a  yearlong  work  furlough  program. 

The  Examiner  also  reported,  in  the 
same  article,  that  Castillo  had  been  cited 
for  speeding  and  driving  with  a  suspended 
license  in  1995  and  had  spent  a  month  in 
Jail  after  getting  into  a  bar  fight  in  1996. 

San  Francisco  State  University  Jour¬ 
nalism  professor  Austin  Long-Scott,  a  23- 
year  newspaper  veteran,  says  the  decision 
to  publish  such  information  must  be 
based  on  its  newsworthiness.  “Why  is  it 
important  that  people  know  the  negative 
stuff  about  this  guy,”  Long-Scott  asks. 
“The  answer  is  different  for  different  peo¬ 
ple.  This  person  was  in  the  news  but  did 
not  ask  to  be  in  the  news.” 
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newspapers,  declined. 

Reporters  and  editors  in  the  region  say 
the  issue  prompted  heated  debate  in  and 
out  of  newsrooms  over  whether  Castillo’s 
past  is  relevant  news. 

Supporters  of  the  Examiner  say  every 
aspect  of  his  life  as  a  news  subject  should 
be  revealed,  while  opponents  argue  that 
he  should  not  be  vilified  in  the  press  after 
risking  his  life  to  save  others. 

“We  agonized  for  hours  and  hours  about 
what  we  should  do  with  this  information,” 
says  Linda  Strean,  Chronicle  assistant 
managing  editor  for  news.  “One  of  the 
considerations  was  that  there  were  kids  out 
there  raising  money  for  this  man,  not 
because  of  anything  in  his  background,  but 
because  of  what  he  did  at  the  bank.” 


bank  robberies,  eventually  was  killed  by 
police  outside  the  bank  during  a  scuffle 
that  also  wounded  two  other  officers. 

During  the  days  following  the  robbery 
attempt,  the  Chronicle,  Examiner,  and 
other  newspapers  wrote  stories  portraying 
Castillo  as  a  good  Samaritan,  a  hard¬ 
working  employee  of  a  local  moving 
company,  and  a  friendly  person. 

The  articles  prompted  several  local 
groups  and  media  outlets  to  begin  fund¬ 
raising  efforts  to  help  defray  Castillo’s 
mounting  medical  bills. 

On  Jan.  28,  the  Examiner  published  a 
lengthy  article  detailing  Castillo’s  present 
and  past  life,  which  included  details  of 
several  arrests  and  drug  and  alcohol  prob¬ 
lems.  Among  those  was  a  1991  vehicular 


Examiner  metro  editor  Dick  Rogers  says 
he  sat  on  the  background  items  for  about 
five  days  before  deciding  to  publish.  He 
says  the  decision  followed  a  lengthy  meet¬ 
ing  with  a  number  of  newsroom  staffers. 

“We  didn’t  want  to  rush  to  Judgment,” 
Rogers  says.  Strean  says  the  Chronicle 
also  had  the  same  information  for  several 
days  before  the  Examiner  story  ran  but 
says  her  editors  did  not  believe  it  was 
worthwhile. 

“For  about  a  week,  it  was  the  worst-kept 
secret  in  Bay  area  Journalism,”  says  Strean. 
“1  knew  of  at  least  two  television  stations 
that  had  it  and  several  other  newspapers.” 

In  the  end,  only  The  Associated  Press 
and  KCBS  Radio  reported  the  Examiner 
information,  Strean  says.  ■■ 
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ABC  sizes  up  leaders 

Ready  to  begin  offering  standardized  audits 


by  Mark  Fitzgerald 

After  85  years  of  verifying  the  hard 
numbers  of  newspaper  circulation, 
the  Audit  Bureau  of  Circulations 
(ABC)  is  on  track  to  begin  offering  audits 
of  the  fuzzier  numbers  of  readership  size 
and  demographics  by  this  summer. 

Four  papers  are  now  taking  part  in  the 
second  wave  of  beta  besting  readership 
audits,  and  Schaumburg,  Ill. -based  ABC 
has  commitments  from  chain  publishers 
to  begin  tests  at  four  more  newspapers, 
says  John  R.  Payne,  senior  vice  president 
of  member  services  and  strategic  plan¬ 
ning. 

“We’re  pretty  confident  we  will  begin 
rolling  out  the  service  in  July,”  Payne  says. 

With  the  new  Newspaper  Reader 
Profile  Service,  ABC  for  the  first  time 
will  be  extending  its  seal  of  approval  to 
readership  figures.  The  service  comes  in 
response  to  increasing  demands  from 
advertisers  and  publishers  for  newspaper 
audience  measurements  that  have  the 
same  cachet  as  television’s  Nielsen  or 
radio’s  Arbitron  ratings. 

Test  audits  began  at  The  News  & 
Observer  in  Raleigh,  N.C.,  in  the  first 
week  of  February  and  begin  next  week  at 


The  Palm  Beach  (Fla.)  Post,  The  Desert 
Sun  in  Palm  Springs,  Calif.,  and 
Oklahoma  City’s  The  Daily  Oklahoman. 

The  first  test  audit  was  conducted  last 
summer  at  The  Times,  the  57,000-circula¬ 
tion  Gannett  daily  in  Shreveport,  La.  The 
results  pleased  the  chain’s  director  of 
research  services,  David  Daugherty. 

“We  want  to  use  readership  rather  than 
circulation  as  the  basic  unit  of  how  we 
sell  our  paper,”  Daugherty  says.  “So  it  has 
been  a  huge  advantage  to  have  a  third 
party  auditing  readership  so  an  advertiser 
knows  our  numbers  are  correct.” 

Advertisers  are  pleasantly  surprised 
that  a  newspaper  has  an  audited  audience 
study,  says  the  Times'  advertising  director  i 
Kathy  Powell. 

“We  find  it  helps  us  tremendously  in 
showing  how  we  compare  with  other 
media,”  Powell  says. 

ABC’s  readership  audit  works  like 
this:  Newspapers  conduct  or  contract 
their  readership  study  as  they  do  now,  and 
ABC  auditors  or  firms  contracted  by  the 
bureau  monitor  each  phase  of  the  study. 

“We’re  listening  in  to  a  random  sam¬ 
pling  of  the  [survey]  calls  that  are  made. 
We  make  sure  the  questions  are  asked 
properly,  and  in  the  proper  order.  We  val- 


ORIGINAL 

NOW  AVAILABLE 


'&rdtcmcf/.s&rs 


DIRECT 


Newspaper  and  free 
publication  display  racks 
from  the  designer, 
manufacturer,  distributor 


100%  quality  guarantee 

Many  new  models  and 
accessories 

Competitive  pricing 
Discounted  transport  rates 

Large  inventory,  same  day 
shipping 

Custom  designs  welcome 

Innovative  signage  at 
affordable  prices 

Volume  discounts 


MODEL  #DN3526 
35”Hx36”Wx  14  1/2”D 


“PROVEN  SINGLE  COPY  SALES  INCREASES” 


W^Jb/iG 


To  receive  a  catalogue  and  price  list  contact  us  at: 

PO  Box  1223,  106  E,  Gates, 

Mount  Vernon,  Washington  98273 

•  1-800-452-9809  •  Fax  360-336-5951 

•  360-336-3187  •  mobmerch@cnw.com 


1  8 


NtWS 

idate  the  response  sheets  to  make  sure  the 
people  actually  made  those  responses,” 
says  ABC’s  Payne. 

In  addition,  the  ABC  audit  verifies  that 
interviewers  were  trained  properly,  that 
data  was  weighted  according  to  appropri¬ 
ate  research  standards,  and  that  results 
were  calculated  correctly.  A  copy  of  the 
current  research  standards  used  in  the  ser¬ 
vice  is  available  on  the  Internet  at 
www.accessabc.com/news/reader. 

ABC’s  readership  audits  are  also  intend¬ 
ed  to  answer  advertiser  and  ad  agency  com¬ 
plaints  that  newspaper  studies  vary  widely 
from  paper  to  paper.  The  Reader  Profile 
Report  uses  a  format  that  contains,  from 
market  to  market,  the  same  11  standard 
demographic  elements,  such  as  gender, 
age,  education,  household  income,  marital 
status,  and  race  or  ethnicity.  H 

Online  archives 
service  signs 
3  new  clients 

Infonautics  Inc.,  an  Internet  information 
company,  today  announced  the  addition 
of  three  new  publishing  clients  for  its  e- 
commerce  online  archive  services.  The 
company  says  that  Media  General,  Editor 
&  Publisher  magazine,  and  The  Morning 
Call,  a  Times  Mirror  newspaper  in 
Allentown,  Pa.,  have  selected  Infonautics 
to  build  and  manage  their  respective 
online  archives. 

The  sites  will  be  built  using  the  next- 
generation  e-commerce  archive  technol¬ 
ogy  recently  developed  by  Infonautics. 
The  company  announced  the  news  on  the 
opening  day  of  the  Interactive  Newspa¬ 
pers  Conference  being  held  in  Atlanta. 

Infonautics  will  initially  construct 
three  archive  sites  for  Media  General, 
including  two  regional  archives  serving 
the  company’s  media  properties  in 
Virginia  and  North  Carolina  and  a  corpo¬ 
rate  super-archive  to  eventually  include 
all  Media  General  properties. 

“This  is  a  big  day  for  Infonautics,  and 
we’re  delighted  to  be  working  with 
these  three  well-respected  publishers,” 
says  William  Burger,  vice  president  of 
content  and  media  services  for 
Infonautics. 

“The  state-of-the-art  archive  system  we 
implemented  two  years  ago  had  become 
antiquated.  Infonautics  provided  us  with  a 
system  that  re-establishes  us  as  a  leader  in 
fulfilling  the  information  and  service  needs 
of  our  customers,”  says  Chris  Phillips, 
publisher  of  Editor  &  Publisher.  Hi 
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The  king  is  dead, 
iong  iive  the  king 

Tribune  crowns  new  wire  to  replace  City  News 


by  Mark  Fitzgerald 

Four  months  after  the  Chicago 
Tribune  and  Chicago  Sun-Times 
announced  they  were  folding  the 
108-year-old  City  News  Bureau  of 
Chicago,  the  Tribune  is  creating  its  own 
version  of  the  storied  wire  service. 

The  service  will  be  owned  by  the 
Chicago  Tribune  and  will  operate  on  a 
nonprofit,  break-even  basis,  says  Joe 
Leonard,  the  Tribune  associate  editor  who 
is  president  of  the  City  News  Bureau.  The 
Tribune's  new  service  will  begin  opera¬ 
tions  March  1,  the  day  City  News  Bureau 
goes  out  of  business. 

“This  will  be  run  as  just  another  divi¬ 
sion  within  our  newsroom,”  Leonard  says. 
Like  City  News,  the  new  service  will 


provide  24-hour  police  coverage,  reports 
from  the  courts  and  local  government 
offices,  and  will  provide  the  “day  book”  of 
upcoming  events.  In  addition  to  the 
Tribune's  print  and  electronic  operations, 
the  new  service  has  signed  on  five  televi¬ 
sion  and  three  radio  broadcasters. 

The  Tribune  service  does  not  yet  have  a 
name,  but  the  900-Pound  Gorilla  Bureau 
might  be  appropriate:  When  the  paper 
decided  to  go  ahead  with  its  own  opera¬ 
tion,  it  immediately  knocked  out  two  com¬ 
peting  business  who  were  trying  to  market 
a  replacement  to  the  city’s  broadcasters 
and  newspapers. 

“Once  the  Tribune  decided  to  do  their 
own  operation,  it  obviously  made  it  much 
more  difficult  to  make  the  business  pro¬ 
posal  work,”  says  Doug  Faigin,  president 


of  City  News  Service  Inc.,  which  runs  a 
similar  wire  .service  in  Los  Angeles  and 
San  Diego.  “We  certainly  never  intended 
to  go  into  a  competitive  situation  with  the 
TribuneF  Faigin  adds.  At  the  time  of  the 
Tribune  announcement,  he  says.  City 
News  Service  had  both  signed  and  oral 
agreements  with  broadcasters,  he  says. 

Philip  J.  Whitfield,  who  runs  the 
Chicago-based  Media  Visions  consulting 
business,  had  proposed  a  similar  plan  to 
broadcasters.  “We  were  disappointed.”  he 
says.  “We  had  a  good  plan,  and  we  had 
some  good  people.  We  thought  we  were 
in  a  strong  position,  but  we’re  not  in  a 
strong  position,  of  course,  without  any 
customers.” 

Indeed,  the  Tribune  itself  will  be  the 
single  biggest  customer  for  its  new  ser¬ 
vice.  In  addition  to  the  newspaper,  it  oper¬ 
ates  the  broadcast  and  cable  superstation 
WGN-Channel  9;  the  24-hour  local  news 
cable  channel  CLTV;  and  WGN-AM.  the 
50.000-watt  radio  station. 

The  new  service  also  signed  up  both  of 
Chicago’s  all-news  radio  stations, 
WBBM-AM  and  WMAQ-AM,  plus  all 
four  of  the  major  network  owned-and- 
operated  TV  stations.  H 
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Times  Mirror  ups 

NY  Shopper  ante 


by  Lucia  Moses 

Expanding  its  shopper  holdings  and 
its  share  of  the  Long  Island  adver¬ 
tising  market,  Times  Mirror  Co.  has 
acquired  Newport  Media  Inc.,  a  huge  sub¬ 
urban  New  York  City  shopper  group. 

With  annual  revenues  of  $75  million 
and  distribution  of  1.9  million.  Newport 
operates  five  shoppers  on  affluent  Long 
Island  and  in  nearby  New  Jersey. 

Newport  “very  effectively  serves  the 
advertising  needs  of  small,  local  business¬ 
es,”  Times  Mirror  chief  financial  officer 
Tom  Unterman  says  in  a  statement.  Times 
Mirror’s  Long  Island  operations  center 
around  Newsday,  circulation  569,000 
daily,  665,000  Sunday,  based  in  Melville. 

The  deal,  disclosed  Feb.  12,  adds  to 
Times  Mirror’s  growing  collection  of 
shoppers  and  community  weeklies.  Since 
1997,  it  has  bought  Recycler  Classifieds  in 


Los  Angeles,  Patuxent  Publishing  Co.  in 
Maryland,  and  This  Week  shoppers  in 
Long  Island. 

Through  its  investment  affiliate  Eagle 
New  Media  Investments  LLC,  Los 
Angeles-based  Times  Mirror  paid  an  un¬ 
disclosed  sum  to  buy  out  Aurora  Capital 
Group,  Newport’s  majority  owner,  also  of 
Los  Angeles.  Times  Mirror  established 
Eagle  last  year  to  hold  and  reinvest  the 
proceeds  from  the  sale  of  its  Matthew 
Bender  and  Mosby  Inc.  specialty  publish¬ 
ing  units.  Times  Mirror  spokeswoman 
Martha  Goldstein  says  the  Justice  De¬ 
partment  approved  the  Newport  deal. 

Newport  hired  Morgan  Stanley  and 
began  taking  offers  last  summer. 

“The  opportunity’s  right,”  says  New¬ 
port  president  Harry  Buckel,  who  will 
remain  in  his  Job.  Neither  side  would 
reveal  the  purchase  price,  but  Buckel  says 
it  was  “significantly”  over  $100  million. 


E&P  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


Times  Mirror  says  it’s  too  early  to  com¬ 
ment  on  its  plans,  but  Buckel  says  geo¬ 
graphic  expansion  is  among  them. 

“You’re  going  to  continue  to  see  these 
kinds  of  strategic  plays,”  says  John  Cribb, 
principal  broker  for  Bolitho-Cribb  & 
Associates,  the  brokerage  that  sold  the 
major  pieces  to  Newport  when  it  was 
formed.  Newspaper  companies  like  to  buy 
shoppers  because  they  create  “a  diversi¬ 
fied  product  line  to  offer  customers.” 

Newport  includes  The  Yankee  Trader, 
The  Marketer,  Results  Media,  Huntington 
Pennysaver,  and  Shopper’s  Guide,  as  well 
as  coupon  mailers. 

P.M.  merger 
in  Erie,  Pa. 

Sending  its  afternoon  newspaper  into 
obsolescence.  Times  Publishing  Co.  of 
Erie,  Pa.,  says  it  will  merge  the  Erie  Daily 
Times  with  its  morning  sister,  the  Morning 
News,  by  fall  2000. 

CEO  Michael  Mead,  whose  family 
owns  Times  Publishing,  says  the  111- 
year-old  daily’s  shrinking  circulation, 
along  with  reader  preference  for  a  morn¬ 
ing  paper,  contributed  to  the  decision. 


■ 

2/17/9» 

2/9/99 

^17/9^^B 

2/17/99 

2/9/99 

^17/9^ 

A.H.  Belo  Corp.  (NY)+ 

16.375 

18.563 

27.813 

McClatchyCo.  (NY) 

32.313 

31.313 

26.938 

American  Media  Inc.  (NY) 

6.500 

5.750 

7.688 

Media  General  Inc.  (AM) 

45.000 

48.000 

46.250 

Central  Newspapers  Inc.  (NY) 

35.250 

35.625 

35.063 

New  York  Times  Co.  (NY)+++ 

31.750 

31.750 

33.469 

Dow  Jones  &  Co.  Inc.  (NY) 

45.375 

44.875 

49.938 

News  Corp.  Ltd. 

29.000 

29.000 

25.188 

E.W.  Scripps  Co.  (NY) 

43.688 

44.188 

51.625 

Pearson  Ltd. 

21.000 

21.625 

13.875 

Gannett  Co.  Inc.  (NY) 

64.750 

64.313 

61.688 

Pulitzer  Publishing  Co.  (NY) 

81.563 

81.250 

65.125 

Gray  Comm.  Sys.  (NY) 

18.000 

18.063 

24.500 

Quebecor  Inc.  Class  A 

21.250 

21.250 

18.750 

Harte-Hanks  Inc.  (NY)++ 

25.250 

24.688 

20.813 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.000a 

17.200a 

Hollinger  International  (NY) 

11.750 

12.188 

14.750 

Thomson  Corp.  (TSE) 

36.200a 

38.100a 

40.650a 

Journal  Register  Co.  (NY) 

12.500 

13,750 

19.563 

Times  Mirror  Co.  (NY) 

56.000 

55.375 

61.313 

Knight  Bidder  (NY) 

49.750 

49.125 

56.250 

Tribune  Co.  (NY)** 

65.250 

64.063 

61.813 

Lee  Enterprises  Inc.  (NY) 

27.313 

28.250 

30.500 

Washington  Post  Co.  (NY) 

559.563 

557.500 

489.750 

*  Initial  public  offering  ciosed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  spiit 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  doliars 

++  Adjusted  for  2-for-1  stock  spiit  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 

2 


EDITOR  a  PUBLISHER  /  FEBRUARY  20.  1999 


www.mediainfo.com 


Although  the  papers,  which  merged  news  and  photo  staffs  a  year 
ago,  are  roughly  even  in  daily  circulation,  the  Morning  News, 
established  in  1957,  is  gaining.  Daily  Times  circulation  slipped 
to  34,400  in  1998,  from  41,000  in  1988,  as  the  Morning  News 
grew  to  35,700,  from  29,8(X),  in  the  same  period. 

“I  expect  in  the  end  we’ll  need  fewer  people,  not  in  the  edi¬ 
torial  department,  however,”  Mead  says,  adding  that  no  deci¬ 
sions  have  been  made  on  staffing.  The  company  is  buying  new 
computer  systems  for  the  new  paper,  which  hasn’t  been  named. 

News  Corp.  net  flat 

News  Corp.,  the  Australian-based  owner  of  the  New  York 
Post,  reported  lower  quarterly  earnings  on  higher  revenues.  Net 
income  of  $395  million  in  the  quarter,  the  second  in  its  fiscal 
year,  which  ended  Dec.  31,  was  about  level  with  the  year-ago 
period,  as  revenues  grew  to  $4.1  billion  from  $3.5  billion.  For 
the  fiscal  year  to  date,  profits  slipped  to  $591  million  from  $639 
million,  as  revenues  rose  to  $7.2  billion  from  $6.4  billion. 
Earnings  were  hurt  by  high  programming  costs  and  start-up 
losses  in  television  and  weakness  in  U.K.  newspapers. 
Newspaper  revenues  rose  slightly  to  $662  million,  from  the 
year-ago  quarter.  In  other  news.  News  Corp.  initiated  a  3% 
across-the-board  cut  in  operating  expenses. 

Philly  dailies  buy  weeklies 

Knight  Ridder’s  Philadelphia  Newspapers  Inc.  has  agreed  to 
purchase  ProMedia  Management  Inc.,  whose  affiliates  publish 
the  weekly  Northeast  Times  and  the  shoppers  Bucks  County 
Midweek  and  Montgomery  County  Midweek.  PNI,  publisher  of 
The  Philadelphia  Inquirer  and  Philadelphia  Daily  News,  says 
the  deal,  through  a  subsidiary,  boosts,  its  presence  in  northeast 
Philadelphia  and  in  Bucks  and  Montgomery  counties.  ProMedia 
managers  are  to  remain  in  place. 

Journals  to  target  parents 

Community  Newspaper  Co.,  the  Needham,  Mass.-based  pub¬ 
lisher,  is  forming  a  parenting  division  and  plans  to  expand  its 
Parent  and  Baby  Journal  publications,  which  distribute  85.(KX) 
free  copies  a  month  in  metro  Boston.  It  also  plans  a  Web  site 
(www.townonline.com/parentandbaby).  Community,  with  two 
dailies,  90  weeklies,  and  16  shoppers  in  the  area,  acquired  one 
parenting  publication  and  launched  another  last  year.  Their  suc¬ 
cess  “has  convinced  us  we  have  a  unique  opportunity  to 
expand.”  says  Community  president  Kirk  A.  Davis. 

St.  Pete  grows  revenues 

The  St.  Petersburg  (Fla.)  Times  set  a  revenue  record  last  year 
and  broke  the  $2(X)  million  mark  for  the  first  time,  but  operating 
profit  fell  short  of  expectations.  Publisher  Judith  Roales  .says 
strong  year-end  ad  .sales  helped.  The  closely  held  Times,  circu¬ 
lation  about  350,(XX)  daily,  plans  to  increase  ad  rates,  reduce  cir¬ 
culation  discounts,  and  increase  staff  this  year. 

Wash.  Post  Co.  sells  notes 

The  Washington  Post  Co.  is  selling  $4(X)  million  in  10-year, 
fixed-rate  notes  at  5.5%  interest  to  repay  some  of  its  short-term 
debt.  They  mature  Feb.  15,  2009. 
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Rossello’s  Puerto 
Rican  chutzpah 

How  do  you  say  chutzpah  in  Spanish?  Whether  or  not  there  is  a  word  that  conveys 
shameless  audacity  as  well  as  the  original  Yiddish,  the  lawyers  defending  Puerto 
Rico’s  governor  in  the  civil  rights  lawsuit  brought  by  El  Nuevo  Di'a  provided  a 
perfect  example  in  court  the  other  day. 

Let’s  first  recall  why  El  Nuevo  Dia  is  suing  Gov.  Pedro  Rossello  and  seven  of  his  top 
aides.  The  newspaper,  the  largest-circulation  daily  on  the  island,  has  long  been  tough  on 
the  governor  and  his  administration. 

Its  investigative  reporters  aggressively  document  problems  in  government  agencies 
and  its  editorial  columns  pin  the  blame  squarely  on  Rossello’s  administration. 
Apparently  the  last  straw  for  Rossello  was  an  April  13,  1997,  article  assessing  the  first 
100  days  of  his  second  term  —  in  blunt  and  critical  terms. 

The  next  day,  18  government  agencies  pulled  all  their  advertising  out  of  the  paper 
—  accounts  totaling  $6  million  annually.  Rossello  did  not  stop  there,  however.  Tax 
auditors  suddenly  showed  up  at  the  paper.  Reporters  were  frozen  out  by  sources. 
Government  workers  slapped  decals  urging  a  boycott  of  the  newspaper  on  public 
property. 

The  administration  even  lashed  out  at  the  cement  company  mostly  owned  by  pub¬ 
lisher  Antonio  Luis  Ferre  and  his  family:  a  construction  project  was  canceled,  permits 
were  denied,  and  government  in.spectors  were  dispatched  in  swarms  to  search  for  “vio¬ 
lations”  at  the  plant. 

It  was,  in  short,  a  crude  campaign  of  official  intimidation  intended  to  bully  the  news¬ 
paper  into  obedience.  So  what  was  the  first  defense  offered  by  the  governor’s  attorneys 
when  El  Nuevo  Dia  filed  suit?  With  straight  faces,  they  told  the  court  that  by  canceling 
the  advertising  contracts,  the  Rossello  administration  wasn’t  trying  to  crush  press  free¬ 
dom  —  it  was  simply  exercising  its  own  First  Amendment  rights. 

The  contradiction  didn’t  escape  the  U.S.  1st  Circuit  Court  of  Appeals.  “It  would  seem 
obvious  that  using  government  funds  to  punish  political  speech  by  members  of  the  press 
and  to  attempt  to  coerce  commentary  favorable  to  the  government  would  run  afoul  of 
the  First  Amendment,”  the  court  said. 

Rossello’s  lawyers  also  learned  that  chutzpah,  in  any  language,  can  be  a  double- 
edged  sword.  Far  from  granting  their  demands  for  “qualified  immunity”  and  a  quick  dis¬ 
missal  of  El  Nuevo  Di'a's  suit,  the  appeals  court  put  the  case  on  a  fast  track  —  and 
exposed  Rossello  and  his  aides  to  the  very  strong  possibility  they  could  be  found  per¬ 
sonally  as  well  as  professionally  liable  for  their  bully-boy  tactics. 

El  Nuevo  Dia,  then,  is  likely  to  get  its  day  in  court  soon.  The  court  of  international 
opinion  has  already  rendered  its  verdict:  Rossello’s  actions  have  been  roundly  con¬ 
demned  by  the  Inter  American  Press  Association,  American  Society  of  Newspaper 
Editors,  and  Society  of  Professional  Journalists. 
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LETTERS  E&P 


McCarthy  mix-up 

I  hate  to  be  a  nit-picker,  but  it’s  important 
that  a  magazine  devoted  to  journalism  gets 
its  facts  straight.  Ken  Liebeskind’s  story 
(Jan.  23,  p.  8)  begins,  “The  year  was  1953 
and  Sen.  Joseph  McCarthy’s  House  Un- 
American  Activities  Committee  was.  ...”  I 
realize  that  when  many  writers  refer  to 
McCarthy  their  emotions  sometimes  cloud 
their  historical  frame  of  reference,  but  accu¬ 
racy  shouldn’t  have  to  suffer.  Sen.  Joseph 
McCarthy  was  ...  a  senator,  so  it’s  a  bit  of  a 
stretch  to  refer  to  a  House  committee  as 
somehow  belonging  to  him.  The  writer  was 
probably  confusing  the  Senate  Internal 
Security  Subcommittee  with  the  Hou.se 
Committee  he  refers  to.  Unfortunately, 
Liebeskind  is  not  the  first  writer  to  .some¬ 
how  place  a  U.S.  senator  in  charge  of  a 
committee  of  the  House  of  Representatives. 

I’m  no  apologist  for  McCarthy,  but  if 
you’re  going  to  refer  to  a  man  who  was 
accused  of  being  loose  with  the  facts,  you 
should  get  your  own  facts  in  order. 

Chris  Voccio 
Louksville,  Ky. 

Broader  goals 

I  have  Just  finished  reading  your  story 
“J-schools  enter  Brave  New  World”  (Jan. 


50  YEARS  AGO ... 


23,  p.  22).  While  I  found  the  piece  inter¬ 
esting,  I  am  a  bit  baffled  by  the  comment 
you  attributed  to  me:  “They  can  learn  to  be 
Matt  Drudge.”  I  am  also  at  a  loss  to  under¬ 
stand  how  that  one  line  from  more  than  15 
minutes  of  remarks  about  my  program  was 
the  only  thing  to  find  its  way  into  print. 
This  is  especially  disconcerting  because  I 
made  a  point  of  telling  the  reporter  that  the 
core  of  our  program  is  traditional  Journal¬ 
ism  academics  and  training. 

Here  is  my  exact  quote:  “If  there  is  one 
thing  that  defines  our  program  here  at 
Illinois  it  is  a  devotion  to  the  basics.  We 
want  young  people  who  come  out  of  this 
program  to  know  how  to  do  traditional 
journalism.  That  doesn’t  mean  we  have 
not  embraced  the  new  tools  of  the  trade 
such  as  Internet,  online  publishing,  etc. 
We  want  our  graduates  to  be  able  to  go  to 
work  at  a  traditional  newspaper  or  broad¬ 
cast  station,  but  we  also  want  them  to  be 
able  to  report  and  write  for  Web  sites  like 
those  of  the  Chicago  Tribune  or  even  learn 
to  be  Matt  Drudge  if  that’s  the  kind  of 
independent  Journalism  they  want  to  do. 

I  spent  27  years  at  the  Tribune  —  as  a 
foreign  and  national  correspondent,  metro 
editor,  and  national  editor.  Believe  me,  I 
have  sympathy  for  reporters  who  must  take 
copious  notes  from  multiple  sources  and 
then  write  a  survey  kind  of  piece,  as  you 
did.  1  understand  that  you  could  not  possi¬ 
bly  have  used  all  of  my  comments  in  your 
piece,  and  I  certainly  did  not  expect  you  to. 
However,  I  find  it  unfortunate  that  you 


chose  to  use  Just  one,  out-of-context  remark 
at  the  end  of  a  longer  more  substantive  com¬ 
ment.  By  doing  that  I  felt  you  slighted 
(albeit  unintentionally,  I  am  sure)  the  stu¬ 
dents  and  faculty  in  the  department  of  Jour¬ 
nalism  here  at  the  University  of  Illinois. 

We  are  not  teaching  students  to  be  Matt 
Drudge.  We  are  educating  them  to  be  ethi¬ 
cal,  responsible  Journalists  equipped  with 
the  essential  reportorial  and  writing  tools 
they  will  need  to  succeed  in  the  news  busi¬ 
ness  —  be  it  print  or  broadcast.  My  hojje  is 
that  should  any  of  our  graduates  choose  to 
practice  Journalism  as  a  freelance  or  inde¬ 
pendent  online  reporter  (a  la  Matt  Drudge) 
they  will  be  armed  with  the  kind  of  basic 
journalism  skills  and  attention  to  Journalis¬ 
tic  ethics  that  we  at  the  University  of 
Illinois  feel  so  passionately  about. 

Ronald  E.  Yates 
Journalism  department  chairman, 
Univ.  of  Illinois,  Urbana-Champaign 


Correction 


Mitchell  Haber 


Editor  &  Publisher 
mistakenly  labeled  a 
photo  in  the  Feb.  6 
issue  (p.  23)  as  depict¬ 
ing  Mitchell  Haber. 

Haber,  of  Veronis, 
Suhler  &  Associates 
of  New  York,  is  pic¬ 
tured  at  left. 


NEWSPAPERDOM® 

from  Editor  &  Publisher,  Feb  19, 1949 

As  consumer  demand  rises  in  the 
post-war  economy,  automakers  in¬ 
crease  production  —  and  ad  spending. 
Output  was  expected  to  hit  6  million 
vehicles,  up  500,000  from  a  year 
before.  Automakers  were  expected  to 
increa.se  ad  spending  by  $10  million. 
Spending  an  average  of  $20  per  vehicle 
on  advertising,  total  outlay  could  hit 
$120  million.  Ford  and  Chevy  put  most 
of  the  increases  into  newspapers. 


Printing  Page  One  fire  photos  in  red 
ink  produces  dramatic  results  at 
Canada’s  Saskatoon  Star-Phoenix, 
which  prints  its  nameplate  in  red  in  the 
final  edition. 


Anne  Campbell,  poet  of  The  Detroit 
News,  receives  an  honorary  Doctor  of 
Arts  degree  from  Wayne  University  in 
Detroit. 
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AKRON  BEACON  JOURNAL 

MICHAEL  DOUGLAS  to  associate 
editor,  from  chief  editorial  writer.  On 
March  12,  he  replaces  veteran  DAVID  B. 
COOPER,  who  is  retiring  after  22  years 
at  the  paper. 

STEVE  LOVE  to  chief  editorial 
writer,  from  editorial  writer. 

ATLANTA  JOURNAL- 
CONSTITUTION 

RAY  M.  COX  JR.  to  sports  editor/ 
copy  desk  chief,  from  slot  editor  at  The 
Sun  in  Baltimore. 

JUDITH  GREEN  to  classical  music 
and  dance  critic,  from  critic  and  reporter 
at  The  Virginian-Pilot  in  Norfolk. 

BILL  STEIDEN  to  deputy  metro 
editor  for  Sundays,  from  features  editor 
at  the  Sarasota  Herald-Tribune  in 
Florida. 

JIM  THARPE  to  assistant  city  editor, 
from  managing  editor  of  the  Advertiser  in 
Montgomery,  Ala. 

THERESA  WALSH  GIARRUSSO 
to  editor  of  the  News  for  Kids  section, 
from  managing  editor  of  a  trade  maga¬ 
zine  in  New  York. 


E 

SITO 

NEWSDAY 


CIARRUSSO 

ATLANTA 

JOURNAL- 

CONSTITUTION 


BOSTON  GLOBE 

LISA  DESISTO  to  vice  president/ 

;  general  manager  of  the  paper’s  Web  site 
:  (boston.com),  from  director  of  market- 
;  ing  and  vice  president  of  strategy  and 
marketing. 

CENTRAL  MICHIGAN 
NEWSPAPERS 

BANKS  M.  DISHMON  JR.  to  presi¬ 
dent  and  publisher,  from  publisher  of 
Livonia-based  Observer  &  Eccentric 
Newspapers. 

Dishmon  replaces  B.  RAY  PIKE, 
who  remains  as  president  of  Central 
i  Michigan  Directories,  Grand  Traverse 
i  Newspapers  and  Upper  Michigan  news- 
:  papers. 
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Edwards  Publications 

has  sold 


Spencer  (lA)  Daily  Reporter 

(4, 100  daily  circulation) 

Storm  Lake  (lA)  Pilot  Tribune 

(3,500  daily  circulation) 

Cherokee  (lA)  Daily  Times 

(2,600  daily  circulation)  and 

14  weekly  publications  with  1 19,000  combined  circulation 

to 

Community  Newspaper  Holdings,  Inc. 

We  are  proud  to  have  represented 
Edwards  Publications  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  505.82O.29OO 
E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


LAROSA  VOLETA 

VECINOS  COPLEY  CHICAGO 

DEL  VALLE  NEWSPAPERS 


COPLEY  CHICAGO 
NEWSPAPERS 

GEORGE  VOLETA  to  controller, 
from  administrative  operations  manager  at 
the  Daily  Southtown  in  Chicago. 

COURIER-JOURNAL 

BILL  SABO  to  display  advertising 
director  at  the  Louisville,  Ky.,  daily,  from 
vice  president/sales  at  the  Daily  Camera, 
Boulder,  Colo. 

INTERNATIONAL 
HERALD  TRIBUNE 

SIMON  MUKERJEE  to  U  K.  agency 
sales  director  from  advertising  manager  at 
Express  Newspapers. 

BRIAN  SHIELDS  to  research  direc¬ 
tor,  from  research  consultant. 

NEWSDAY 

Circulation  and  distribution  executive 
LOUIS  SITO  has  been  promoted  to 
senior  vice  president  of  sales  over  adver¬ 
tising,  circulation,  and  distribution.  He 
continues  as  president  of  subsidiary 
Distribution  Systems  of  America. 

Sito,  54,  started  in  newspapers  in  1965 
as  an  apprentice  printer  at  the  Chicago 
Sun-Times  and  rose  through  the  ranks  to 
executive  vice  president  and  general  man¬ 
ager  in  1985. 

He  left  newspapers  for  several  years  to 
work  in  telecommunications  and  modular 
housing  before  joining  Newsday  in  1992. 

Sito  fills  the  post  vacated  by  JOHN 
McKEON,  who  moved  to  a  similar  post 
at  the  Los  Angeles  Times.  Both  papers  are 
owned  by  Times  Mirror  Co. 

PITTSBURGH 

TRIBUNE-REVIEW 

BOB  FRYER  to  managing  editor, 
from  managing  editor  of  the  North  Hills 
News  Record  and  Valley  News  Dispatch. 

JIM  CUDDY  to  deputy  managing  edi¬ 
tor  for  local  news,  from  city  editor. 

SALLY  QUINN  to  deputy  managing 
editor  for  features,  from  editor  of  the 
entertainment  guide  Ticket. 

LOUIS  F.  RANSOM  to  editorial  writer 
and  columnist,  from  community  editor. 
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by  Vernelle  Dorvil 


KIM  LEONARD  to  editor  of  the 
Neighborhoods  section,  from  assistant 
city  editor. 

QUEBECOR  INC. 

PIERRE  KARL  PELADEAU,  whose 
father,  PIERRE  PELADEAU,  founded 
the  company,  to  president  and  CEO,  from 
vice  chairman. 

Pierre  Karl  succeeds  JEAN  NEVEU, 
who  becomes  chairman  and  succeeds 
CHARLES  ALBERT  POISSANT,  who 
will  retire. 

ERIK  PELADEAU  to  vice  chairman. 
He  succeeds  his  younger  brother,  Pierre. 

SYRACUSE  NEWSPAPERS 

STAN  LINHORST  to  senior  manag¬ 
ing  editor,  from  assistant  managing  edi- 
tor/metro  news. 

BRIDfJET  CERRONE  to  assistant 
classified  sales  manager,  from  assistant 
classified  inside  sales  manager. 

VECINOS  DEL  VALLE 

BRUNO  LA  ROSA  to  general  manag¬ 
er  of  the  Hispanic  publication  of  the 
Press-Telegram  of  Long  Beach,  Calif  He 
remains  as  general  manager  of  the  P-7”s 
weekly  El  Economico.  Within  three 
months,  the  papers  plan  to  merge  under 
the  El  Economico  banner  and  tabloid  for¬ 
mat  with  1(X),(XX)  circulation  in  36  cities. 

WASHINGTON  POST 

PHILIP  BENNETT  to  assistant  man¬ 
aging  editor  for  foreign  news,  from 
national  security  editor. 

Correction 

A  report  last 
week  about  the 
Providence  Jour¬ 
nal  Co.,  based  in 
Rhode  Island,  con¬ 
tained  several  er¬ 
rors. 

Howard  G.  Sut¬ 
ton  moves  to  pub¬ 
lisher  and  CEO, 
from  assistant  publisher,  president,  and 
chief  operating  officer. 

Sutton  succeeds  Stephen  Hamblett 
(pictured  above),  who  is  retiring  March 
1  but  remains  chairman  of  the  company 
through  2000,  a  director  of  the 
Providence  Journal-Bulletin  through 
2001,  and  a  director  of  parent  company 
A.H.  Belo  Corp.  of  Dallas  until  he  turns 
70  in  2004. 


BSfP  OBITUARIES 


DUCOTE  “DUKE”  ANDREPONT, 
80,  one  of  the  founders  of  The  Daily 
World  in  Opelousas,  La.,  died  Feb.  10. 
The  World  was  the  first  U.S.  daily  to 
embrace  offset  printing,  and  a  first  edition 
is  in  the  collection  of  Smithsonian 
Institution  in  Washington,  D.C. 

BEN  DANIEL,  62,  publisher  and  edi¬ 
tor  of  an  international  newspaper.  The 
Assyrian  Guardian,  died  Jan.  25  of  pros¬ 
tate  cancer.  He  was  dedicated  to  educat¬ 
ing  people  about  Assyrians  and  their  cul¬ 
ture.  His  work  has  appeared  in  U.S. 
newspapers  and  he  has  been  on  radio  and 
television. 

DICK  DAY,  59,  retired  managing  edi¬ 
tor  of  The  Montrose  (Colo.)  Daily  Press, 
died  Feb.  8  when  his  car  was  struck  by  a 
tractor  trailer  while  he  was  trying  to  pass 
another  car.  He  has  worked  for  the  paper 
since  1 968  and  retired  in  1 997. 

DON  KENDALL,  70,  an  Associated 
Press  farm  writer,  died  Feb.  8  of  a  heart 
attack.  He  wrote  six  columns  a  week  cov¬ 
ering  the  Agriculture  Department  from 
1968  until  his  retirement  in  1991.  In 
1977,  he  won  the  top  award  of  the 
Newspaper  Farm  Editors  of  America,  the 
J.S.  Russell  Memorial  Award. 

JOEL  LEUCHTER,  68,  former  pub¬ 
lisher  of  the  Vineland  Times,  now  called 
The  Daily  Journal,  died  Feb.  8  of  a  sud¬ 
den  heart  arrhythmia.  In  1970,  he  took 
over  as  publisher  of  the  paper  after  his 
mother  retired.  He  retired  in  1996  to  pur¬ 
sue  other  humanitarian  interests. 
Leuchter  helped  bring  offset  printing 
and  color  photography  to  New  Jersey’s 
newspapers. 

THOMAS  MILEWSKI,  49,  execu¬ 
tive  vice  president  and  chief  operating 
officer  of  Greater  Media  Inc.,  died  Feb.  8 
of  cancer.  He  was  also  president  of  the 
company’s  14  radio  stations.  He  served 
on  the  boards  of  the  National  Association 
of  Broadcasters  and  Radio  Advertising 
Bureau. 

TODD  PHIPERS,  58,  a  sports  colum¬ 
nist  who  spent  29  years  with  The  Denver 
Post,  died  Feb.  10  of  cancer.  In  1993,  he 
received  the  first  Colorado  Open’s  Ralph 
Moore  Journalism  Award. 


WHITNEY  TOWER,  75,  racing 
writer  and  former  president  of  the 
National  Museum  of  Racing  and  Hall  of 
Fame,  died  Feb.  1 1  from  complications 
of  a  stroke  suffered  last  year.  He  covered 
racing  for  the  Cincinnati  Enquirer, 
became  turf  editor  for  Sports  Illustrated 
in  1954,  and  covered  horse  racing 
around  the  world  for  22  years.  Tower 
won  the  Thoroughbred  Racing 
Association  award  in  1967  and  the 
Eclipse  Award  for  magazine  writing  in 
1976  and  1977. 

PETE  TURCO,  78,  sportswriter  for 
the  old  Chicago  Daily  News,  died  Jan.  25. 
After  the  paper  closed  in  1978,  he  moved 
to  the  sports  desk  at  the  Milwaukee 
Journal.  He  was  one  of  the  first  sports - 
writers  inducted  into  the  High  School 
Basketball  Coaches  Hall  of  Fame. 


ExSP  AWARDS 


The  first  annual  Eric  Breindel  Award 
for  Excellence  in  Opinion  Journalism  is 
.set  to  award  a  $10,000  prize  this  June  to 
the  columnist  or  editor  whose  work 
expresses  strong  democratic  convictions. 
One  of  the  richest  awards  in  American 
journalism,  it  is  named  for  the  New  York 
Post  editorial  page  editor  and  columnist 
who  died  last  year  at  the  age  of  42. 

Nineteen  Journalism  profes.sors  have 
received  the  1999  Freedom  Forum 
Award.  Created  to  help  former  journal¬ 
ists  continue  their  professional  skills 
while  teaching,  the  awards  total  $50,000. 
Winners  include:  Nancy  Benson.  Uni¬ 
versity  of  Illinois;  Lelen  Bourgoignie, 
University  of  Miami;  Meta  Carstarphen, 
University  of  North  Texas;  Douglass  K. 
Daniel,  Kansas  State  University;  John  F. 
Dillon,  Murray  State  University;  Dick 
Haws,  Iowa  State  University;  Jeffery  L 
Merron,  State  University  of  West 
Georgia;  David  T.Z.  Mindich,  Saint 
Michael’s  College;  Michael  Norman, 
New  York  University;  Eleanor  M. 
Novek,  Monmouth  University;  Thomas 
A.  Price,  Ball  State  University;  Maggie 
Rivas-Rodriguez,  University  of  Texas  at 
Austin;  Sherry  Simpson  and  Charles 
Mason,  University  of  Alaska  Fairbanks; 
Bruce  Smith  and  M.1-.  Cornette, 
University  of  South  Dakota;  Lawrence 
N.  Strout,  Mississippi  University  for 
Women;  H.  Bailey  Thomson,  University 
of  Alabama. 
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COVER  STORY 


BY  DAVID  NOACK 


OPENING  UP 

the  story  meeting 

Readers  and  noneditorial 
staffers  join  discussions 


Call  it  democracy  in  the  newsroom. 
The  very  sound  of  such  a  notion  is 
sure  to  bring  a  swift,  deep  growl 
to  the  still  legions  of  hierarchy-minded 
editors  at  papers  across  the  country.  Call 
it  what  you  will,  the  concept  of  greater 
participation  in  newsroom  story  confer¬ 
ences  and  planning  sessions  is  on  the 
rise.  This  spreading  practice  now  some¬ 
times  includes  noneditorial  newspaper 
staffers  as  well  as  readers  who  sit  in  on 
story  meetings. 

Take  The  Orange  County  (Calif.) 
Register. 

Amid  the  reporters,  editors,  and  other 
staffers  at  the  Register's  daily  newsroom 
meetings  is  what  many  would  consider  the 
enemy:  a  marketing  representative. 

The  Register's  open  meeting  policy, 
however,  is  just  that:  a  place  where 
employees  from  any  of  the  paper’s 
departments  can  drop  in  and  hear  about 
that  day’s  top  stories  and  what’s  slated  to 
run  tomorrow. 

The  marketing  rep,  who  plays  no  role  in 
editorial  decisions,  is  there  to  see  if  any 
story  can  be  culled  to  help  sell  the  paper. 

A  marketing  push  can  include  news  rack, 
billboard,  or  radio  ads. 

“Their  role  is  simply  to  listen  and  see 
what  might  be  in  that  day’s  paper.  We 
cover  3 1  communities,  and  there  may  be  a  j 
way  to  market  a  story  in  any  of  the  areas,” 
says  executive  editor  Ken  Brusic. 

He  considers  having  other  department 
employees  dropping  by  a  good  public  rela¬ 
tions  move  for  the  newsroom.  It’s  a  chance 


“It’s  a  real  interesting 
moment  when  a  reporter 
who  has  been 
in  the  business  all 
of  a  year  was  able  to 
change  the  direction  of 
the  entire  organization.” 

—  Steve  Smith,  editor. 

The  (Colorado  Springs)  Gazette 


to  sell  editorial  and  what  it  does,  he  says. 

“Sometimes  in  other  departments  they 
think  of  us  as  just  another  business,  and 
we  really  like  to  use  the  opportunity  to 
point  out  that  there  is  something  differ¬ 
ent  and  special  in  what  we  do,  and  our 
relationship  with  the  community  is  dif¬ 
ferent  than  what  most  businesses  have,” 
says  Brusic. 

The  daily  meeting  has  become  the 
equivalent  of  a  company  bulletin  board, 
where  all  kinds  of  issues  can  be  raised 
and  discussed.  Some  recent  topics 
include  circulation  issues,  management 
changes,  and  what  was  talked  about  at  a 
Chamber  of  Commerce  get-together  the 
night  before. 


He  says  even  using  wives  and  friends 
as  story  sources  is  not  uncommon. 

“This  way  people  get  to  see  what’s 
going  on.  Before  we  even  start  the 
meeting,  we  ask  if  anybody  has  any 
news  stories  they  have  bumped  into  or 
that  their  wife  might  have  bumped  into 
over  conversations  with  friends  or 
neighbors  before  they  go  to  work. 
We’ve  a  lot  of  interesting  story  ideas 
that  way,”  says  Brusic. 

Brusic  says  bureaus  scattered  around 
Southern  California  also  participate  in  the 
meeting  via  a  conference  call.  For  staffers 
who  can’t  attend,  minutes  of  the  meeting 
are  taken  and  distributed. 

Other  newspapers  have  begun  similar 
news  meeting  practices.  Last  year,  the 
The  Arizona  Republic  started  having  open 
meetings,  moving  the  traditional  news 
budget  meetings  out  of  the  conference 
room  and  into  the  newsroom. 

At  the  Republic,  columnist  Ruben 
Navarrette  Jr.  used  his  paper’s  open  news 
meetings  to  address  his  concerns  over  a 
controversial  photo,  which  showed  eight 
Hispanic  youths,  shackled  together, 
being  led  into  a  new  jail  for  juvenile 
offenders. 

The  image  struck  him,  along  with 
other  Hispanic  reporters  at  the  state’s 
largest  daily,  as  insensitive  at  best,  bla¬ 
tant  stereotyping  at  worst.  Did  the 
image  represent  the  ethnic  makeup  of 
youthful  offenders  in  the  Maricopa 
County  Jail  in  Phoenix?  To  Navarrette, 
the  answer  was  no. 
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Citizens  at  San  Jose  Mercury  News'  3:30  conference  about  Page  One  selections  for  the  next  day.  (See  sidebar  on  Page  30.) 

The  Republic  columnist’s  remarks 
raised  the  decibel  level  of  the  debate  at  the 
daily  morning  newsroom  meeting,  and 
two  camps  emerged:  those  defending  the 
photo  and  the  Navarrette  camp.  The 
Republic's  reader  representative  got 
involved  by  writing  a  column  about  the 
internal  newspaper  disagreement. 

Navarrette ’s  pointed  concerns  over  the 
photo  didn’t  land  on  deaf  ears.  The 
paper’s  editors  say  he  raised  a  valuable 
point  and  promised  to  address  the  issue. 

“I’m  sure  some  people  would  have 
brought  their  concerns  about  the  juvenile 
inmate  photo  to  me  or  to  other  editors 
individually,  but  I  doubt  whether  it 
would  come  in  a  traditional  news  meet¬ 
ing,’’  says  Republic  deputy  managing 
editor  John  D’Anna. 

Navarrette  says  that  while  no  formal 
policy  has  been  adopted  over  the  photo 
debate.  Just  getting  the  issue  raised  at  an 
open  meeting  has  been  a  sea  change. 

“It  couldn’t  have  worked  out  better  in 
the  long  run  with  a  more  open  process  of 
discussion,  a  lot  more  openness  in  the 
newsroom,’’  says  Navarrette.  “Part  of  it 
goes  beyond  that  picture  and  event.  An 
open  news  meeting  encourages  a  kind  of 
discussion  where  it’s  hard  to  imagine  the 
old  days  in  which  it  was  .strictly  an  edi¬ 
tors’  meeting.  The  open  meeting  has 
become  a  part  of  doing  things  here. 

There’s  no  question  that  people  feel  free 
to  pipe  up  on  any  issue.” 

The  days  of  the  traditional  news  budget 


meeting,  where  key  section  editors  would 
file  into  a  conference  room  and  go  over 
the  paper  and  prepare  for  the  next  edition, 
are  being  moved  out  into  the  sunshine, 
where  the  mysteries  of  closed-door  deci¬ 
sion  making  are  revealed. 

Whether  this  new  openness  is  Just  a 
new  newsroom  fad  or  a  serious  attempt  to 
gain  insights  from  the  troops  on  the  front 
lines  remains  to  be  seen.  For  reporters, 
who  are  not  shy  about  piping  up  about 
something  for  which  they  care  deeply, 
these  forums  can  be  a  blessing.  For  oth¬ 
ers,  there  is  still  some  trepidation  about 
speaking  out. 

One  reporter  who  works  where  open 
meetings  are  held,  says  they  are  “both 
loved  and  hated.  Some  reporters  feel 
their  lack  of  attendance  is  noted,  while 
others  say  they  feel  obligated  to  partici¬ 
pate.  However,  the  meetings  do  air  issues 
that  might  not  come  to  light  and  get  fully 
discussed.” 

And  while  these  sessions  are  more 
informal  free-for-alls,  they  still  must 
adhere  to  an  agenda.  The  main  focus 
remains  to  critique  and  plan  coverage. 
These  are  not  gripe  sessions  for  airing 
personnel  grievances  or  labor  disputes. 

John  G.  Cole,  editor  of  The  Morning 
Journal  in  Lorain,  Ohio,  says  the  main 
goal  of  their  news  meetings,  whether  in 
the  newsroom  or  conference  room,  is  to 
communicate  and  share  information. 

“1  think  it’s  important  that  they  know 
the  meetings  are  open,”  says  Cole.  “This  is 


not  a  democracy,  OK.  I’m  not  making  a 
pretense  that  it  is.  I  like  to  think  that  we 
have  a  free  flow  of  communication  about 
the  news;  there  are  no  hidden  agendas,  and 
there’s  no  editor  who  is  trying  to  run  a  par¬ 
ticular  story  for  a  particular  reason  that  it’s 
his  own  personal  gripe.  Everything  is 
above  board.  I  guess  the  theory  is  that  any¬ 
body  can  learn  from  anybody.” 

The  Republic's  D’Anna  admits  that 
while  the  open  news  meetings  are  aimed 
at  encouraging  participation,  that  may  not 
always  be  the  case. 

“I’m  sure  people  still  feel  shy  or  guard¬ 
ed  about  speaking  out  in  a  public  meeting, 
particularly  if  it’s  a  critical  comment 
about  a  colleague’s  work,”  he  says. 

D’Anna  acknowledges  that  going  from 
a  closed  to  an  open  news  meeting  means 
some  adjustments. 

“Getting  started  was  the  harde.st  part. 
Our  metro  editor,  David  Fritze,  brought 
in  a  bicycle  horn  that  we  honk  [an  idea 
lifted  from  the  San  Diego  Union- 
Tribune]  to  call  the  meeting  to  order. 
There  really  wasn’t  much  structure  — 
and  there  still  isn’t  —  because  we’ve 
chosen  to  let  the  di.scussions  flow.  At 
first,  1  think  people  were  a  little  intimi¬ 
dated  about  speaking  out,  but  the  news¬ 
room  as  a  whole  seems  more  comfortable 
with  it,”  adds  D’Anna. 

Seth  Landau,  a  Republic  reporter,  says 
the  freer  meetings  help  give  reporters 
insight  before  delving  into  a  story  blindly. 

“Too  often  reporters  go  into  a  story 
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“We  want  to  de¬ 
mystify  the  news 
meeting  process  for 
staff  members  to 
make  it  a  more  open 
process,  and  at  the 
end  of  each  news 
meeting  we  do  a  cri¬ 
tique  of  the  day’s 
paper  and  give  them 
a  chance  to  com¬ 
ment  on  what  they 
thought  of  the  meet¬ 
ing,”  says  Eblen, 
who  says  that  about 
five  or  six  typically 
show  up. 

Eblen  says  he  in¬ 
thought  elderly  dri-  Remodeling  at  The  (Colorado  Springs)  Gazette  created  more  space  so  reporters  tends  to  begin  quar- 

vers  were  the  root  of  and  readers  could  attend  the  “mostly  middle-aged  white  guys”  story  conferences.  terly  meetings  in 

the  problem.  After  which  editorial 

shooting  the  ideas  back  and  forth,  the  sub-  low  through.  staffers  can  raise  any  issues  about  news- 

ject  of  young  drivers  causing  many  prob-  “When  you  ask  for  people’s  advice,  room  operations  or  goals, 
lems  on  the  road  came  into  play.  And  then  you  don’t  always  have  to  follow  it,  but  you  Any  opportunity  to  help  reporters 
others  said  baby  boomers  with  a  cell  have  to  recognize  that  it’s  been  given  and  understand  “what  editors  are  thinking  in 

phone  in  one  hand  and  a  coffee  in  the  you  have  to  let  them  know  that  a  decision  terms  of  story  play  —  why  we  put  certain 

other  are  just  as  dangerous,”  says  Landau,  has  been  made,”  says  Pohiman.  stories  on  Page  One,  why  others  don’t 

Executive  editor  Pam  Johnson  says  the  Other  newspapers  prefer  a  more  make  it  —  has  helped  give  them  a  little 

meetings  also  allow  staffers  to  display  ordered  approach.  Ron  Thornburg,  man-  more  understanding  about  why  the  paper 
their  lighter  side.  aging  editor  at  the  Standard-Examiner  in  ends  up  the  way  it  does,”  says  Eblen,  who 

She  notes  that  last  Christmas  a  senior  Ogden,  Utah,  says  the  afternoon  paper  explains  that  a  lack  of  space  presents  a 
editor  agreed  to  sing  at  the  newsroom  holds  daily  6  a.m.  budget  meetings,  which  problem  for  moving  budget  meetings  into 
meetings  if  everyone  would  contribute  to  reporters  typically  don’t  attend.  But  on  the  newsroom. 

a  charity  drive.  That  started  the  ball  Fridays  at  4  p.m.,  the  news  budget  meet-  Although  news  meetings  are  limited  to 
rolling,  with  another  editor,  a  Tai-Kwan-  ing  for  the  weekend  is  held  in  the  news-  editors,  reporters  are  encouraged  to  dis- 
Do  champion,  splitting  eight  boards,  and  room.  He  says  the  meetings,  which  have  cuss  their  concerns  with  him  or  editor 
an  online  editor  who  grew  up  in  Hawaii,  been  held  for  the  last  four  years,  are  Pam  Luecke,  Eblen  says, 
performing  the  Hula.  In  all,  the  perfor-  intended  to  foster  a  sen.se  of  ownership  “Within  the  last  year,  we  had  a  couple 
mances  raised  $2,000.  about  what  goes  into  the  paper.  of  controversial  que.stions  about  whether 

Paul  Pohiman.  a  newsroom  manage-  What  goes  on  Page  One  on  Saturday  we  should  use  a  picture  or  not.  In  both 
ment  expert  at  the  Poynter  Institute  for  and  Sunday  is  discussed.  There  is  little  cases,  in  the  evening,  we  had  a  pretty 
Media  Studies,  says  open  news  meetings  reporter  participation,  Thornburg  admits,  broad  discussion  of  editors  and  photogra- 
allow  more  participation  in  the  decision-  because  reporters  are  already  working  on  phers  before  a  decision  was  made  to  talk 
making  process.  weekend  stories.  about  that.  Reporters  feel  comfortable 

“1  think  it  really  is  simply  a  way  of  get-  “The  reason  we  hold  the  meeting  out  raising  questions  about  issues  like  that,” 

ting  more  diverse  ideas  and  opinions,  there  is  really  to  demystify  the  process  says  Eblen. 

Another  benefit  is  involvement,  more  activ-  and  make  sure  that  everybody  understands  But  one  staffer  says  that  while  the  idea 
ity  in  the  news  Judgment  and  decision-  how  we  make  those  decisions.  It’s  not  was  a  good  one,  attendance  has  dwindled, 
making  process.  ...  It’s  breaking  down.  It’s  necessarily  so  we  can  get  everybody  par-  and  some  departments,  such  as  features, 
not  as  formal  as  it  use  to  be  and  more  voic-  ticipating,”  he  says.  sports,  and  page  design,  rarely  show  up. 

es  are  being  heard,”  says  Pohiman.  He  adds  that  while  having  the  meeting  Robert  Lockwood,  a  newspaper  indus- 

But  one  danger  is  losing  control  over  in  the  newsroom  might  not  encourage  try  consultant,  says  open  newsroom  meet- 

the  process,  he  warns.  greater  participation,  it  at  least  brings  the  ings  level  the  playing  field,  shedding  the 

“Part  of  the  issue  is  the  leadership  of  discussion  out  into  the  sunshine.  formal,  long  conference  room  table, 

the  meeting.  Does  it  become  more  diffi-  “This  way,  people  don’t  think  that  edi-  “The  other,  traditional  model  is  based 
cult  to  lead  the  meeting?  It  used  to  be  that  tors  Just  somehow  get  together  behind  on  rank  and  status.  ...  I  tend  to  see  the 
they  would  Just  go  around  the  circle.  But  closed  doors,  and  we  don’t  have  a  clue  openness  a  plus,”  says  Lockwood, 
now  you  have  to  open  it  up  to  a  particu-  about  how  they  decide  what  goes  on  page  Steve  Smith,  editor  of  The  Gazette  in 

lar  story  idea  and  let  other  voices  in,  and  one,”  says  Thornburg.  Colorado  Springs,  Colo.,  says  that  when 

it’s  not  so  easy  to  control  that.  It  Just  Ted  Eblen,  managing  editor  of  the  the  newsroom  was  remodeled  a  couple  of 
needs  a  better  leader  and  facilitator,”  Herald-Leader  in  Lexington,  Ky.,  .says  years  ago,  space  was  created  to  hold  open 

adds  Pohiman.  that  each  Thursday  reporters  are  encour-  news  meetings  where  reporters  and  the 

Another  caveat:  Once  they  ask  for  opin-  aged  to  attend  the  morning  news  meeting,  public  can  attend, 
ions,  editors  need  to  make  an  effort  to  fol-  and  even  the  lure  of  food  is  used  as  an  “When  I  first  got  to  this  paper,  and  the 
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Playing  editor  at  the  See  draws  hundreds 


by  David  Noack 

When  Jerry  Ceppos,  executive  editor  of  the  San  Jose 
(Calif.)  Mercury  News,  finishes  one  of  his  columns, 
he  always  includes  a  tag  line  inviting  readers  to 
attend  the  paper’s  daily  news  meeting. 

“One  of  the  best  ways  to  learn  about  the  Mercury  News  is  to 
attend  our  daily  3:30  p.m.  front-page  meeting,”  says  Ceppos. 

This  outreach  effort,  in  place  since  the  early  1980s,  is  one 
way  to  educate  a  sometimes  skeptical  and  suspicious  public 
about  how  newspapers  decide  what  is  news,  how  to  cover  it, 
and  how  to  play  it. 

“We  give  them  a  copy  of  the  story  budget  and  attempt  to 
limit  our  use  of  jargon,  although  that’s  always  a 
problem.  And  then  if  they  have  the  time,  we  sit 
them  down  with  the  news  editor  who  is  playing 
with  the  page  one  design  after  the  news  meeting,” 
adds  Ceppos. 

He  says  the  meetings  demystify  the  editorial 
process  and  give  readers  a  look  at  how  the  front 
page  is  put  together. 

“There  isn’t  a  better  way  to  dispel  questions 
about  our  motives  than  opening  up  the  meeting 
and  letting  readers  see  just  how  we  think,”  says 
Ceppos. 


At  The  Sacramento  Bee,  a  similar  effort,  called  “Dr.  Risk,” 
was  started  by  former  executive  editor  Gregory  Favre.  To  be 
included  in  the  program,  readers  must  commit  to  attend  the  4 
p.m.  gatherings  daily  for  a  week. 

“We  give  them  all  the  daily  news  summaries  from  all  the 
departments,  and  they  read  them  over  and  the  process  of  the 
meeting  is  explained  to  them,”  says  deputy  managing  editor 
Bill  Endicott. 

“The  various  editors  go  around  the  room  giving  high¬ 
lights  of  their  best  stories,  and  then  the  executive  news  edi¬ 
tor  will  ask  the  person  what  six  stories  they  would  place  on 
the  front-page  of  the  Sacramento  Bee  in  the  next  morning,” 
he  continues. 

Once  in  a  while  someone  spots  a  story  the  edi¬ 
tors  have  undervalued  and  succeeds  in  moving  it 
to  Page  One. 

“We  take  it  all  for  granted,  but  these  people  are 
all  in  awe  of  being  here,  and  the  first  day  they  are 
usually  intimidated.  By  the  third  day,  they  feel 
like  the  news  editor,”  adds  Endicott. 

Participants  —  over  400  in  the  last  eight  years 
—  have  included  a  cross  section  of  the  communi¬ 
ty.  Even  Maureen  Reagan,  the  daughter  of  former 
president,  Ronald  Reagan,  took  part.  “She  loved 
it.  She  wants  to  come  back,”  says  Endicott. 


news  meetings  were  in  the  locked-up  con¬ 
ference  room,  it  was  nine  middle-aged 
white  guys  and  one  woman.  If  you  want  to 
bring  a  diversity  of  viewpoints  to  the 
table,  moving  it  to  the  newsroom  means 
everybody,  especially  young  people,  can 
sit  at  the  table  and  talk.  You  get  a  range  of 
ideas  and  reactions  that  you  just  can’t  get 
otherwise,”  says  Smith. 

He  says  attendance  at  the  news  meet¬ 
ings  ranges  from  a  dozen  to  more  than  40, 
depending  on  the  kind  of  news  day  it  is. 

Smith  says  bringing  new  viewpoints  to 
the  table  does  result  in  good  ideas.  One 
recent  example.  Smith  recalls,  is  when 
Susan  Warmbrunn.  a  reporter  whose  been 
with  the  paper  for  about  a  year,  showed  up 
at  a  morning  meeting  and  expressed  a 
concern  about  the  shortness  of  stories 
appearing  on  page  one  before  they  are 
jumped  inside  the  paper.  She  believed  that 
the  front  page  was  being  clogged  with 
design  elements  that  almost  hid  the  copy. 

“She  felt  that  her  writing  and  reporting 
were  not  reaching  readers. . . .  The  meeting 
sort  of  ground  to  a  halt,  people  looked  at 
each  other  and  realized  that  over  the 
course  of  two  years,  this  is  exactly  what 
has  happened.  So  within  the  last  month, 
we  moved  back  in  terms  of  how  we  are 
presenting  information  on  Page  One.  It’s  a 
real  interesting  moment  when  a  reporter 
who  has  been  in  the  business  all  of  a  year 
was  able  to  change  the  direction  of  the 
entire  organization,”  says  Smith. 


Warmbrunn  remembers  she  came  in  one 
day  grousing  about  how  the  front  page 
looked  more  like  a  cluttered  Web  page. 

“1  don’t  remember  the  exact  details  but 
there  was  a  huge  photo  of  some  Air  Force 
football  coach  on  the  beach  in  Hawaii, 
capsules  down  the  left  side  and  bottom  of 
the  front  page,  some  story  laid  out  hori¬ 
zontally  —  about  four  lines  deep  —  and 
our  standard  16  point  'The  Gazette'  ban¬ 
ner.  There  was  nothing  to  read  on  our 
front  page.  You  couldn't  go  more  than  two 
or  three  sentence  paragraphs  into  a  story 
before  you  hit  the  jump.  The  whole  page 
was  promises  of  ‘More  Inside.’”  says 
Warmbrunn,  29. 

Overhearing  her,  the  city  editor  led 
Warmbrunn  over  to  the  news  meeting, 
where  she  spoke  her  peace. 

He  says  that  before  the  end  of  the  year, 
news  meetings  will  be  available  on  the 
Web  using  video  streaming  technology. 

Todd  Merriman,  senior  news  editor  at 
the  San  Diego  Union-Tribune,  says  the 
idea  to  move  the  budget  meetings  to  the 
newsroom  started  over  an  after-work  beer 
between  himself  and  Robert  York,  the 
chief  photo  editor. 

“We  were  lamenting  that  [for  many 
people]  our  morning  news  meeting  was 
just  a  regularly  scheduled  morning  meet¬ 
ing  where  they  would  make  an  appear¬ 
ance,  say  what  they  had,  and  leave  as 
quickly  as  possible.  We  were  not  getting  a 
lot  of  discussion  or  reflection  on  what  we 


were  doing.  ...  We  had  a  well-intentioned 
group  of  people  who  did  the  same  thing 
every  day,  but  if  you  had  about  10  people 
doing  it,  making  those  decisions,  there’s  a 
sameness  that  is  inevitable.  We  wanted  to 
get  away  from  that,”  says  Merriman. 

He  says  reporters  and  line  editors  are 
encouraged  to  be  discussion  leaders  in 
an  effort  to  get  different  people  to  lead 
the  meeting. 

“That  has  probably  been  the  most  suc¬ 
cessful  thing  we’ve  done.  We  have  every¬ 
body  from  a  sports  columnist  to  a  copy 
editor  from  our  special  sections,  so  it  isn’t 
the  same  people  viewing  the  news  in  the 
way  and  by  the  very  nature  of  it  that  starts 
a  discussion.  What  we  were  unprepared 
for  was  that  some  people  use  that  oppor¬ 
tunity  as  a  chance  to  have  the  bully  pulpit 
if  you  will,  to  raise  an  issue  or  say  some¬ 
thing  we  were  doing  well  or  poorly  or  just 
to  say  something,”  says  Merriman,  who 
adds  that  people  have  read  poetry, 
excerpts  of  books,  and  brought  in  guests. 

Merriman  says  the  give-and-take  of  the 
meetings  helps  reporters  feel  they  are  part 
of  the  decision-making  process. 

“Most  people  who  participate  are  excit¬ 
ed,  especially  if  an  idea  comes  up  in  a 
meeting,  and  it  kind  of  follows  along,  and 
a  full-blown  idea  emerges,  and  they  see  it 
in  the  next  day’s  paper.  They  don’t  feel 
that  they  are  not  just  some  robot.  They’re 
having  influence  on  what  we’re  doing,” 
says  Merriman.  H 
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Impeachment  guts 
advocacy  advertising 


As  legislation  stands  still, 
‘dark  and  cold  winter’  for 

by  Joe  Nicholson 

Impeachment  losers  include  the  advoca¬ 
cy  advertising  departments  at  The  Wash¬ 
ington  Times  and  Washington  Post, 
whose  sales  of  impeachment  ads  failed  to 
offset  ads  they  would  have  sold  had 
Congress  been  attending  to  lawmaking. 

Public  policy  advertisers  didn’t  call,  and 
some  advertising  sales  reps  say  they  felt 
handcuffed  because  they  could  not  honest¬ 
ly  claim  that  ads  designed  to  influence  leg¬ 
islation  would  have  any  value  while 
Congress  was  obsessed  with  impeachment. 

“Overall,  it  has  generally  adversely 
affected  our  advocacy  business  because 
the  Senate  became  primarily  —  I  should 
say  exclusively  —  involved  with  the  trial 
and  has  not  focused  on  other  legislative 
matters,”  says  Mike  McGrath,  who  man¬ 
ages  advocacy  ads  as  assistant  national  ad 
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^<11  ikt  itim  tf  1 7H  mti^m  ifk  wtmtnt  w  hamm  ifimn  ^ 


tcp.  F.JaflwtSnKnfacfMCf  Rep.  Sicplw*  E.  Btiyci 
Rep.  Bil  McCoBuw  Rep.  Ed  Bryut 

Rep.  GeeffcW.  Ockae  Rep.  Steve  ClMbo< 


CNN  urges  open  debate  in  Post  ad. 


issue  ads  evaporate; 
category  ad  reps 


manager  at  the  Times. 

The  Times  took  in  tens  of  thousands  of 
dollars  from  eight  impeachment-related 
ads,  all  calling  for  removal  of  President 
Clinton,  including  one  in  November,  four 
in  December,  two  in  January,  and  one  ear¬ 
lier  this  month. 

But  becau.se  most  other  legislation  was  in 
suspended  animation,  overall  advocacy  ads 
declined  “to  the  tune  of  high  tens  of  thou¬ 
sands  of  dollars,”  says  McGrath,  who  calls 
the  impeachment  proceedings 
in  the  House  and  Senate  “a 
cold  and  dark  winter.” 

“It  hasn’t  been  lost  busi¬ 
ness  for  just  my  world,  but 
all  of  the  different  PR  firms 
and  advertising  agencies  and 
lobbying  firms  that  rely  sole¬ 
ly  on  the  lobbying  process,” 
says  McGrath  of  the  Beltway  i 
influence  machinery.  f 

Despite  the  short-term  M 
downturn,  advocacy  advertis¬ 
ing  overall  is  on  the  rise  at  the  |t  hSS 
Times.  The  category  Jumped 
374%  in  fourth-quarter  rev-  lOSt  U 
enues,  vs.  the  comparable  fQI*  J 
period  two  years  earlier  dur¬ 
ing  the  last  federal  elections.  WOrld 

Fourth-quarter  election  q|  .^^0 

year  numbers  are  skewed 
somewhat  because  most  PR  fii 

members  of  Congress  are  3ClV€ 

home  running  for  re-elec¬ 
tion,  causing  legislative  ac- 
tivity,  as  well  as  the  advoca-  Inhhwi 

cy  advertising  it  prompts,  to  ^ 

grind  to  a  near  stop.  ths 

Marc  Rosenberg,  the  . 

Post's,  manager  of  corporate  * 

and  public  policy  advertis-  th©  l< 

ing,  hopes  the  loss  of  advo¬ 
cacy  advertising,  also  known  P*"® 

as  public  policy  or  issue  ads, 
will  be  made  up  as  normal 

,  ...  .  .  ASST.  NATI 

legislative  activity  resumes 
over  the  next  few  months. 


“Generally,  public  policy  advertising 
tracks  the  level  of  legislative  activity  on 
Capitol  Hill,  and  during  the  impeachment 
proceedings  for  all  practical  purposes 
there  has  been  no  legislative  activity  at 
all,”  says  Rosenberg. 

Aside  from  impeachment,  the  Post  has 
not  sold  many  ads  on  issues  before 
Congress.  “It’s  not  clear  at  this  point 
whether  we’ve  actually  lost  that  business 
or  if  it’s  simply  been  delayed”  until  post¬ 
impeachment,  says  Rosenberg. 

The  Post  sold  a  full -page  advocacy  ad 
to  CNN  on  Feb.  9,  as  the  Senate  argued 
whether  to  debate  the  president’s  removal 
in  secret.  CNN,  which  advocated  an  open 
proceeding,  quoted  six  senators  who  sup¬ 
ported  an  open-door  debate,  an  approach 
the  Senate  ultimately  rejected. 

The  Post  charges  $70,(XX)  for  a  full- 
page,  open-rate,  black-and-white  advocacy 
ad.  Color  costs  $5, (XX)  more,  but  few  advo¬ 
cacy  advertisers  buy  it  since  their  mes¬ 
sages  usually  focus  on  text. 

The  Post's,  impeachment- 
related  ad  customers  includ¬ 
ed  The  Wall  Street  Journal, 
which  bought  a  full  page  to 
reprint  parts  of  editorials  on 
impeachment.  The  Journal's, 
ad  fell  in  the  advocacy  cate¬ 
gory,  says  Rosenberg,  be¬ 
cause  “there  was  no  ‘dial  1  - 
800-get-your-newspaper- 
delivered.’  It  was  a  direct 
J  ^  message  to  Congress.” 

Hustler  magazine  con- 
’t  b6Gn  tributed  to  the  controversy 
.  by  using  a  Po.st  ad  to  offer  a 

SinGSS  $1  million  reward  for  people 
St  my  could  prove  they  had 

adulterous  affairs  with 

but  Sil  members  of  Congress. 

liffGrent  other  ads  ran  the  gamut 
from  anti-impeachment  pleas 
ns  and  from  Jesse  Jackson’s  Rain- 
bow  Coalition  and  People  for 
®  The  American  Way  to  pro- 

OS  and  impeachment  demands  from 

-•  individual  citizens  who 

°  bought  ads  as  small  as  two 

rely  column  inches  for  a  cost 

I  of  $1,200. 

ly  on  While  other  papers,  in- 

3byin9  eluding  The  New  York  Times, 
ran  impeachment-related  ads, 
>eSS.  issue  ads  aimed  at  Congress 

more  sharply  benefit  the 
McGrath,  m/  u-  . 

Washington  papers. 
lAL  AD  MGR.,  ®  ^ 

igtonTimbs  impeachment  now 

consigned  to  historians. 


It  hasn’t  been 
lost  business 
for  just  my 
world,  but  all 
of  the  different 
PR  firms  and 
advertising 
agencies  and 
lobbying  firms 
that  rely 
solely  on 
the  lobbying 
process. 

—  Mike  McGrath, 
ASST.  NATIONAL  AD  MGR., 
The  Washington  Times 
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I  have  talked 
to  a  number  of 
advertisers  who 
have  campaigns 
that  are  ready 
and  simply 
waiting  until 
Congress  puts 
their  item  on 
the  agenda. 


McGrath  and 
Rosenberg  are 
looking  for¬ 
ward  to  other 
disputes  fueling 
ad  spending. 

“With  issues 
as  large  as  So¬ 
cial  Security, 
health  care,  and 
electric  power 
deregulation,  I 
would  suspect 
that  advocacy 
ads  at  the  Wash- 
ington  Times 
should  prosper,” 
says  McGrath. 
“We  anticipate 
numerous  orga¬ 
nizations  run¬ 
ning  ads  to 
reach  subcom¬ 
mittees.” 

The  Wash¬ 
ington  Times 
charges  $8,190 
per  page  for 
black-and- 


Marc  Rosenberg,  white  advocacy 

ADVOCACY  AD  MGR.,  5 ,  Oqq 

The  Washington  Post  c  i 

more  for  color. 

Which  issues 

provoke  ads  depend  largely  on  politics. 
Issues  on  which  Republicans  and 
Democrats  reach  early  compromise  are 
unlikely  to  inspire  lobbying  messages. 
What  produces  ad  spending  are  disputes 
—  the  more  bitter  the  better. 

“Last  year,  the  big  issue  turned  out  to 
be  imports  of  foreign  steel.”  says  Rosen¬ 
berg.  “You  never  know  what  the  next  issue 
is  going  to  be.  That’s  part  of  what  makes 
this  so  interesting.” 

Several  new  House  leaders,  including 
speaker  J.  Dennis  Ha.stert  (R-lll.),  add  to 
the  unpredictability.  The  prolonged  im¬ 
peachment  proceedings  and  leadership 
volatility  have  set  some  nerves  on  edge. 

“We  know  of  a  variety  of  groups  that 
are  frustrated  that  their  particular  issues 
have  been  put  on  hold,”  says  the  Post's 
Rosenberg.  “I  have  talked  to  a  number  of 
advertisers  who  have  campaigns  that  are 
ready  and  simply  waiting  until  Congress 
puts  their  item  on  the  agenda.  The  folks 
who  are  most  frustrated  are  at  the  adver¬ 
tising  agencies  because  they  are  like  race 
car  drivers  who  are  at  the  starting  gate 
waiting  for  the  gun.” 

Rosenberg  says  his  fatalistic  philoso¬ 


phy  helped  him  through  the  dry  patch. 
“It’s  something  beyond  my  control.  I  go 
to  sleep  at  night  knowing  that  the  news¬ 
paper’s  circulation  has  gone  up,  and  I  just 
have  to  wait  my  turn,”  he  says. 

Advocacy  groups  that  deal  with  critical 
issues  like  Social  Security  “are  confident 
that  they  will  be  at  the  head  of  Congress’ 
list  of  priorities,”  says  Rosenberg,  while 
other  groups  “are  wondering  if  their  issue 


will  even  come  up.” 

McGrath  believes  things  have  already 
begun  to  pick  up  and  Congress  will 
return  from  recess  ready  to  roll  up  its 
sleeves. 

Few  Americans  —  and  certainly  no 
advocacy  ad  sales  reps  —  want  to  see 
another  impeachment  trial. 

“I  hope  I  don’t,”  mutters  McGrath.  “1 
hope  I  don’t.” 
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■  Newspapers  face  uphill  battle 
in  race  for  the  best  MIS  talent 


by  Matt  Villano 

High-tech  staffers  have  become  keys 
to  surviving  the  millennium  —  not 
only  for  newspapers  but  also  for 
companies  in  almost  every  industry 
around  the  world. 

Many  companies  are  shelling  out  top 
dollars  for  talented,  technological  help. 
As  a  result,  newspapers  are  finding  it 
increasingly  difficult  to  afford  the  kinds 
of  talent  they  need. 

For  most  newspapers,  the  approach  is 
the  same  —  they  try  to  lure  talented  work¬ 
ers  with  a  combination  of  salary,  non¬ 
monetary  benefits,  and  a  rewarding  work 
environment.  Hiring,  however,  is  only  half 
of  the  problem. 

Once  newspapers  find  good  people  for 
their  Information  Systems  departments, 
they  must  keep  them  from  going  else¬ 
where  for  more  money.  By  presenting 
these  people  with  a  variety  of  technologi¬ 
cal  challenges,  training  programs,  and 
other  intangibles,  newspapers  have  tried 
to  hold  on  to  their  stars. 

In  some  cases,  newspapers  are  success¬ 
ful  in  their  attempts  to  hire  and  keep  the 
most  talented  Information  Technology 
(IT)  specialists.  But  according  to  Harris 
Miller,  president  of  the  Information 
Technology  Association  of  America, 
many  MIS  staffers  opt  out  of  newspaper 
work  for  jobs  that  pay  more. 

“There’s  no  question  about  it  —  news¬ 
papers  compete  poorly  in  this  increasing¬ 
ly  competitive  IT  marketplace,”  says 
Miller.  “Stock  options  and  high  salaries 
are  being  bandied  about  like  never  before. 
Any  company  that  can’t  afford  these 


things  is  in  trouble,  and  I’d  say  that  most 
newspapers  fall  into  that  category.” 

Hiring  talented  MIS  people  is  particu¬ 
larly  challenging  in  areas  of  rapid  high- 
tech  growth. 

In  Austin,  Texas,  high-tech  firms 
vying  for  the  same  IT  staffers  as  the 
Austin  American-Statesman  have  started 
doling  out  signing  bonuses  of  $2,000  or 
more  —  bonuses  with  which  Richard 
Apperley,  the  paper’s  director  of  IT 
Services,  says  he  simply  can’t  compete. 
Apperley  says  that  one  local  company 
went  so  far  as  to  offer  a  $  1 ,000  “finders 
fee”  to  anybody  who  sends 
them  programmers  they 
hire.  He  sums  up  the  climate 
in  a  word:  insanity. 

“[Things  have]  become 
so  cutthroat  out  here  that  if 
you’re  interviewing  some¬ 
one  who’s  really  good,  you 
may  have  to  make  a  deci¬ 
sion  on  the  spot,”  he  says. 

“If  you  wait  until  you’re 
through  with  the  interview 
process,  the  chances  are  that 
the  person  you  talked  with 
two  weeks  ago  isn’t  on  the 
market  anymore.” 

Apperley  says  that  instead 
of  hiring  new  people  in  the 
last  few  months,  the 
Statesman  has  outsourced  IT 
specialists  from  area  con¬ 
sulting  firms  by  signing  a 
number  of  high-tech  special¬ 
ists  to  three-  or  six-month 
contracts. 

This  arrangement  is 
cheaper  for  a  newspaper,  Apperley  says, 
because  the  paper  doesn’t  have  to  provide 
benefits  for  contract  workers. 

Many  papers  have  tried  the  outsourcing 
solution,  both  for  specific  projects  and  to 
fill  long-standing  holes  in  their  MIS 
departments. 

Heidi  de  Laubenfels,  newsroom  system 
project  manager  at  The  Seattle  Times,  says 
her  paper  hires  contract  workers  for  indi¬ 
vidual  projects  but  looks  to  bring  in  full¬ 
time  staffers  for  MIS  work. 


Currently,  the  paper  has  about  a  dozen 
full-time  openings.  So  far,  she  adds,  the 
Times  has  had  “abysmal”  luck  in  finding 
talented  people  with  the  right  skills  for  the 
newspaper  industry. 

“It’s  not  that  hard  to  find  somebody 
who  can  manage  a  UNIX  server  or  crank 
out  code  all  day,”  de  Laubenfels  says. 
“It’s  a  lot  tougher  to  find  someone  who 
can  do  that  and  manage  typesetting  and 
some  of  the  other  specific  rigors  of  print 
publishing.  Finding  MIS  people  who 
know  publishing  in  this  industry  is  really 
a  specialized  .skill.” 

Officials  at  Gannett  Co. 
Inc.  think  they’ve  solved 
this  dilemma  of  finding 
people  with  the  right  high- 
tech  skills.  Gasper 
Genovese,  Gannett’s  direc¬ 
tor  of  newspaper/field  sys¬ 
tems  services,  says  that 
while  newspapers  in  his 
organization  have  had 
trouble  hiring  talented  MIS 
people  from  outside  the 
organization,  Gannett  pub¬ 
lications  have  succeeded  in 
filling  vacancies  by  train¬ 
ing  their  own  people  from 
other  departments  to  take 
over  specific  technology- 
related  jobs. 

Genovese  says  Gannett’s 
internal  development  pro¬ 
gram  consists  of  a  .series  of 
seminars  and  hands-on 
courses  in  a  number  of  dif¬ 
ferent  high-tech  disciplines. 
In  some  cases,  he  adds, 
Gannett  will  pay  to  send  employees 
through  an  independent  certification  pro¬ 
gram,  depending  on  where  the  employees 
are  located. 

“A  loyal  employee  is  a  loyal  employ¬ 
ee,”  Genovese  says.  “If  you  take  an 
already  loyal  employee  and  make  him  or 
her  an  MIS  person,  that  person  will 
remain  a  loyal  employee  no  matter  where 
he  or  she  ends  up.” 

Hiring  troubles  are  only  part  of  the 
challenges  facing  MIS  departments  these 


The  balance 
of  life  and  work 
they’ve  given 
me  has  made 
me  a  very 
loyal  employee. 

—  JoAnn  King, 

MIS  PROGRAMMER, 

The  Washington  Post 
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days.  Technology  gurus  at 
many  newspapers  say 
they’re  more  worried  about 
holding  on  to  the  MIS  peo¬ 
ple  they’ve  got  than  finding 
new  ones. 

Others  recount  dramatic 
stories  about  how  they  man¬ 
aged  to  hold  on  to  their  best 
people  despite  exorbitant 
salary  offers  from  other 
companies. 

Jeanne  Coch,  a  systems 
manager  at  The  Washington 
Post,  says  she  combined 
cash  with  some  creative  time 
management  to  avoid  disas¬ 
ter  in  September  of  1997, 
when  a  handful  of  her  most 
talented  staffers  left  for 
higher  paying  IT  jobs  out¬ 
side  of  the  industry. 

In  all,  five  employees  left 
over  the  course  of  six 
weeks.  Five  others  enter¬ 
tained  offers  from  other  companies  before 
Coch  convinced  them  to  stay. 

"These  people  were  coming  in  to  my 
office  and  saying  they  had  gotten  offers  for 
$2().(XX)  or  $30,(XX)  more  than  what  they 
were  making  with  us.”  she  says. 

“Every  week.  I’d  walk  in  Monday 
morning  and  the  people  who  were  still 
around  would  say,  'Hey  Jeanne,  guess 
who  quit  now?’  All  of  a  sudden,  we  knew 
we  were  doing  something  wrong.” 

Together  with  the  paper’s  other  sys¬ 
tems  managers,  Coch  conducted  a  market 
analysis  of  IT  salaries  across  a  number  of 
industries.  They  discovered  that  the  Post 
was  paying  many  of  its  top-level  people 
tens  of  thousands  of  dollars  less  than 
what  they  could  be  making  elsewhere. 
Their  solution? 
j  Across  the  board,  the  paper  gave  raises 

to  almost  all  of  its  MIS  staffers. 

One  of  those  .staffers  was  JoAnn  King. 
King,  a  programmer  who  specializes  in 
building  Oracle  databases,  says  she 
earned  about  $45  .(XX)  a  year  for  the  Post 
back  then. 

When  her  colleagues  started  Jumping 
ship.  King  sent  out  six  resumes  herself 
Three  companies  responded  immediately, 
she  says,  and  two  of  them  offered  her  Jobs 
with  salaries  around  $75,0(X). 

When  King  told  Coch  what  .she  had 
been  offered,  Coch  counter-offered  with  a 
raise  of  nearly  $20,000.  On  top  of  that. 
King  says,  the  Post  gave  her  the  opportu¬ 
nity  to  work  four,  10-hour  days  every 


week  —  two  days  in  the 
office  and  two  days  telecom¬ 
muting  from  home. 

For  King,  now  a  mother 
of  three  young  children,  this 
combination  of  money  and 
flexible  scheduling  sealed 
the  deal. 

“When  [the  Post]  came 
back  with  that  offer,  it  didn’t 
matter  that  the  money  was  a 
bit  lower  because  being  able 
to  work  from  home  was 
worth  the  difference,”  she 
says.  “The  balance  of  life 
and  work  they’ve  given  me 
has  made  me  a  very  loyal 
employee.” 

Not  every  newspaper  can 
offer  MIS  people  extra  cash 
and  a  nontraditional  sched¬ 
ule.  Instead,  some  papers  get 
creative  with  nonmonetary 
benefits  —  including  train¬ 
ing  programs,  casual  dress 
codes,  and  free  dinner  on  some  of  those 
nights  when  people  work  late. 

At  the  Los  Angeles  Times,  the  focus  is 
on  training.  According  to  Judy  Kallet. 
senior  vice  president  and  chief  informa¬ 
tion  officer,  the  Times  offers  courses  in 
different  programming  languages  to  all  of 
the  MIS  staffers  but  targets  certain  groups 
within  its  MIS  department  for  .specialized 
training  each  year. 


This  year,  the  paper  has  established  a 
.special  training  program  for  project  man¬ 
agers.  As  she  interviews  candidates  to  fill 
the  department’s  10  vacancies,  Kallet  says 
.she’ll  inform  the  applicants  that  training 
programs  are  part  of  a  technology  career 
at  the  Times. 

“We  like  to  make  sure  our  employees 
have  opportunities  to  expand  their 
knowledge  in  whatever  areas  they’d 
like,”  says  Kallet,  who  oversees  a  staff  of 
nearly  200. 

“People  want  to  feel  good  about  com¬ 
ing  to  work.  They  want  to  work  on  inter¬ 
esting  projects.  They  want  to  be  held 
accountable,”  she  continues. 

Opportunities  to  learn  more  are  useless 
without  opportunities  to  put  those  new 
skills  to  work.  Nowhere  is  this  more  evi¬ 
dent  than  at  The  Boston  Globe,  where  vice 
president  of  Information  Services  Bob 
Murphy  recently  combined  the  editorial 
division  of  his  MIS  staff  with  the  MIS 
staffers  for  the  paper’s  Web  site, 
Boston.com. 

Murphy  .says  that  all  of  his  newsroom 
staffers  were  requesting  to  work  more 
with  Web  technologies  and  that  many  of 
his  Internet  staffers  had  expressed  curios¬ 
ity  about  new.sroom  systems  operation. 
Combining  the  two  groups,  he  adds, 
became  the  only  alternative. 

“We  figured  there  were  so  many  areas 
in  which  the  skill  sets  merged,  that  we 
leveraged  the  two  and  put  it  under  one 
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IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly  newspapers  -  covering  local  news  and  features,  restaurants  and  sports, 
film  and  music  -  in  Phoenix.  Denver.  Miami.  Dallas.  Houston.  San  Francisco.  Los  Angeles.  Cleveland  and  St.  Louis. 

Our  stories  inform  and  entertain  readers,  provoke  strong  reactions,  and  win  national  awards.  We  are  now  accepting 
applications  for  the  following  fulltime  editing  positions  (the  interview  process  will  include  a  test): 

MANAGING  EDITOR  CALENDAR  EDITOR 

PHOENIX,  HOUSTON  AND  CLEVELAND  DALLAS 

This  position  requires  fine  writing  and  editing  skills  and  the  ability  We  need  a  writer  with  a  distinctive  voice  and 

to  help  staffers  generate  superior  stories.  The  managing  editor  broad  cultural  interests  to  organize  and  write 

also  supervises  the  day-to-day  operations  of  the  editorial  a  weekly  entertainment  calendar  and  report 

department.  Houston  candidates  should  have  a  strong  feature/arts  on  the  arts, 

background:  Phoenix  candidates  should  be  well  grounded  in  news; 

Cleveland  applicants  must  have  experience  in  both  features  and  New  Times  offers  competitive  salaries  and 

news.  benefits.  Interested  candidates  should  send 

cover  letter,  resume  and  clips  to: 

ASS0CU1E  EDITOR 

DENVER  AND  FT.  LAUDERDAU  Christini  Brennan 

We  are  looking  for  editors  with  a  strong  news  background  who  Executive  Managing  Editor 

can  craft  a  compelling  narrative  and  work  weli  with  writers.  P.O.  Box  5970 

Denver,  CO  80217 

MUSIC  EDITOR 

DENVER  NoplionacaH«oro.fflaili,plaasa. 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers  For  more  information  about  New  Times,  visit 

and  writing  a  local  music  column  as  well  as  non-music  features  our  website  at  www.newtiniea.coni. 

When  you  give 
staffers 

different  stuff  to 
do  ...  they  really 
appreciate  it. 

—  Bob  Murphy, 

VICE  PRESIDENT 
OF  INFORMATION  SERVICES, 

The  Boston  Globe 
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The  Chicago  Sun-Times  is  one  o  f  t  h  e 
nation’s  most  authoritative 
newspaper  voices. 

Sun-Times  writers  have  earned  a  total  of  8 
Pulitzer  prizes.  1.7  million  people  read  the 
Sun-Times  every  day,  making  it  the  most 
widely  read  newspaper  in  the  Chicago  area  in 
readership  last  year  alone. 


After  decades  of  editorial  leadership  and  market 
dominance,  the  Chicago  Sun-Times  has  emerged 
as  one  of  America's  most  successful  brands.  Now, 
as  we  enter  a  new  millenium,  we  seek  an  extraor¬ 
dinary  marketing  professional  capable  of  defending 
our  brand  and  navigating  it  into  the  future. 

Director  of  Marketing 

Ideally,  you’re  a  strong  Marketing  generalist  who 
has  risen  through  the  marketing  ranks  to  a  posi¬ 
tion  of  leadership.  Your  have  extensive  hands-on 
experience  in  promotions,  media  planning, 
advertising  and  community  programs,  but 
are  now  in  a  position  to  direct  others  in 
achieving  your  vision.  Relying  largely  on  internal 
departments  with  support  from  external  sup¬ 
pliers,  you  would  be  responsible  for  defend¬ 
ing  and  nurturing  the  Chicago  Sun-Times 
brand  and  ensuring  total  focus  and 
consistency  in  all  our  marketing  communications. 
As  Director  of  Marketing,  you  would  report  to 
the  Vice  President  of  Sales  &  Marketing  and 
perform  a  key  role  in  leading  revenue  growth  and 
strategic  planning.  Specifically,  you  would 
be  responsible  for  planning,  executing, 
tracking  and  supervising  all  marketing  in 
support  of  the  advertising  sales,  circulation 
and  editorial  departments.  This  would  include 
budget  management,  new  product  develop¬ 
ment,  promotions,  media  planning,  identify¬ 
ing  current  market  trends,  measuring 
the  effectiveness  of  marketing 
efforts,  and  maintaining  strong  communica¬ 
tions  with  all  departments. 

The  Chicago  Sun-Times  is  owned  by  Hollinger  Inc., 
one  of  the  world's  largest  newspaper 
organizations.  We  offer  the  right  individ¬ 
ual  a  high  level  of  compensation,  including 
comprehensive  benefits,  in  an  environment 
that  encourages  freedom  of  thought  and 
rewards  initiative.  We  are  an  equal 
opportunity  employer.  Please  submit  your 
resume  with  cover  letter,  by  February  28, 1999 
to: 


F.  Briggs  •  401  N.  Wabash  •  Chicago,  IL  60611 
•  Or  fax  (312)  321-9655 


house,”  Murphy  comments.  “These  peo¬ 
ple  sit  in  front  of  a  computer  all  day 
long.  When  you  give  them  different  stuff 
to  do  —  when  you  break  up  a  day  with 
different  kinds  of  work  —  they  really 
appreciate  it.” 

Continuing  to  focus  on  improving  the 
work  environment,  Murphy  instituted  a 
policy  of  casual  dress  in  the  workplace, 
and  occasional  department-sponsored 
seminars  and  recreational  outings.  On 
some  nights,  he  adds,  if  it  looks  like  some 
of  his  people  will  need  to  work  through 
dinner,  he’ll  buy  pizza  or  Chinese  food  for 
the  entire  staff. 

“The  little  things,”  Murphy  says,  “make 
people  feel  very  important.” 

Other  papers  rely  on  different  intangi¬ 
bles  to  attract  and  retain  talented  MIS 
people.  Tilden  Leigh,  chief  information 
officer  for  Morris  Communications 
Corp.,  says  that  the  strategy  at  The 
Augusta  (Ga.)  Chronicle  has  been  to 
focus  on  local  people  who  want  to  work 
in  a  town  they  know  and  appreciate.  Sure, 
says  Leigh,  the  market  is  competitive  and 
good  people  are  hard  to  find  but  that 
doesn’t  mean  that  talented  IS  people 
don’t  exist. 

“1  can’t  compete  financially  with  peo¬ 
ple  who  want  to  live  and  work  in  Atlanta, 
but  there  are  a  lot  of  people  who’d  love  to 
work  and  live  right  here  in  Augusta,” 
Leigh  comments.  “The  quality  of  life 
here  is  better  than  it  is  in  the  city.  We 
bank  on  that.” 

Many  small-town  newspapers  have 
tried  a  similar  approach.  The  Aberdeen 
(S.D.)  American  News  is  one  of  the 
smallest  dailies  in  the  Knight  Ridder 
newspaper  chain. 

Human  resources  director  Susan  Rozell 
says  that  when  she  interviews  prospective 
MIS  staffers,  she  considers  a  lower  cost  of 
living  among  the  benefits  the  News  can 
offer.  Another  card  Rozell  plays  is  the 
paper’s  connection  with  a  national  news 
organization. 

“A  big  perk  for  us  is  that  we’re  part  of 
Knight  Ridder,”’  Rozell  admits.  “I  tell 
everyone  who  walks  through  my  door  for 
an  interview,  ‘If  you  start  with  us,  you  can 
go  far  in  this  company.’” 

So  far  the  News'  strategy  has  yielded 
mixed  results.  The  paper  has  only  three 
MIS  positions  and  has  been  looking  for  a 
department  manager  for  almost  two 
months. 

Job  applications  have  been  trickling 
in,  and  Rozell  says  the  market  in 
Aberdeen  is  just  as  competitive  as  it  is  in 


nearby  capital  cities  like  Bismarck,  N.D., 
and  Pierre,  S.D. 

“What  you  say  during  an  interview 
doesn’t  matter  unless  you’ve  got  people  to 
interview,”  Rozell  says. 

Keeping  MIS  people  challenged  and 
motivated  are  important,  but  almost  every 
technology  official  agrees  that  there’s  one 
last  intangible  to  add  to  the  list.  As 
Gannett ’s  Genovese  describes  it,  the  most 
important  strategy  to  hiring  and  retaining 
talented  staffers  at  a  newspaper  is  making 
those  staffers  feel  like  they  are  Just  as 
important  as  reporters,  editors,  and  press¬ 
men  to  the  overall  product. 

Once  you’ve  hired  the  right  MIS  peo¬ 
ple,  he  adds,  the  key  is  to  view  them  like 
everyone  else. 

“We  can’t  view  these  people  as  a 
breed  apart,”  Genovese  says.  “If  you  can 
assimilate  them  into  the  mainstream 
environment  of  your  newspaper,  in  the 
long  run,  you’ll  have  an  easier  time 
holding  on  to  them.”  ■■ 

Retaining 
your  best 


So  you  want  to  hold  on  to  your  best 
people  in  MIS,  but  you  don’t  know 
how. 

Here’s  a  quick  reference  guide  to  the 
finer  points  of  a  retention  strategy 
devised  by  David  Foote,  managing 
partner  of  Cromwell  &  Foote  Ltd.,  a 
consulting  firm  in  Stamford,  Conn. 

IKnow  what’s  out  there:  Nonmone¬ 
tary  benefits  won’t  mean  a  thing  if 
your  salaries  aren’t  competitive.  Collect 
market  data  at  least  twice  per  year. 

2  Play  pastor:  Every  employee  wants 
to  feel  wanted.  Make  sure  every 
person’s  job  is  connected  to  a  greater 
purpose. 

3  Make  it  personal:  Recognition  is 
good,  personalized  praise  is  better. 
Be  certain  that  no  hard  work  goes  with¬ 
out  comment. 

4  Be  creative:  Sure,  cash  bonuses 
convey  a  sense  of  appreciation,  but 
so  does  a  free  round  of  golf,  or  a  meal 
on  the  company.  Learn  the  art  of  cre¬ 
ative  incentives. 

5  Invest  in  them:  Training  programs 
should  never  be  a  budget-line  item. 
Spend  about  6%  of  your  MIS  budget  on 
education.  Your  investment  will  pay  off 
immediately.  —  Matt  Villano 
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‘Bener’  bests  competitors 
in  survey  of  major  papers 


©Lynn  Johnston  PrttdJOist.  hy  United  Feature  Syndicate 


The  Pattersons  produced  the  most  points  in  E&P’s  poll. 


Lynn  Johnston  has  the 
most  widely  circulated 
comic  in  America’s 
largest  metro  areas 

by  David  Astor 

A  Canadian  cartoonist  has  the  most 
popular  strip  in  America’s  biggest 
newspaper  markets. 

Lynn  Johnston’s  “For  Better  or  For 
Worse”  —  a  perennial  poll  winner  — 
topped  E&P's  5th  annual  survey  of  the 
most  widely  circulated  comics  in  major 
metro  areas.  It  was  followed,  respectively, 
by  "Garfield,”  “Dilbert,”  “Peanuts,”  and 
“Doonesbury.” 

The  poll  was  conducted  by  researcher 
and  Missing  Years  comic  magazine  pub¬ 
lisher  Jeffrey  Lindenblatt,  who  used  a  dif¬ 
ferent  methodology  for  1999.  The  first 
four  years,  he  surveyed  the  100  papers 
with  the  most  circulation.  But  this  time, 
Lindenblatt  looked  at  comics  usage  in  the 
top  30  U.S.  market  areas  —  meaning 
more  suburban  and  smaller  papers  were 
represented. 

Comics  received  anywhere  from  32 
points  for  running  in  a  market’s  largest 
paper  to  one  point  for  appearing  in  a  mar¬ 
ket’s  sixth-biggest  paper.  “For  Better,” 
which  turns  20  this  year,  racked  up  1,105 
points. 

The  new  methodology  also  helped 
comics  such  as  “Frank  &  Ernest.”  which 
finished  36th  despite  being  in  only  six 
number-one  papers  in  the  top  30  markets. 
Bob  Thaves’  strip  is  part  of  the  Newspaper 
Enterprise  Association  package,  which 
has  many  small  and  medium  clients. 

Does  a  comic’s  popularity  in  the  top  30 
markets  equate  with  its  popularity  every¬ 
where?  Not  exactly.  While  “For  Better” 
finished  first  in  this  survey,  it’s  total  client 
list  of  2.000  papers  places  it  third  behind 
“Peanuts”  and  “Garfield.” 

Last  year,  “For  Better”  —  a  seriocomic 
look  at  the  Patterson  family  —  finished 
third  after  “Garfield”  and  “Dilbert.” 

Here  are  this  year’s  top  25,  which. 


despite  the  new 
methodology, 
include  24  comics 
from  last  year’s 
top  25  (E&P, 

March  7,  1998,  p. 

36).  This  means 
that  many  papers, 
regardless  of 
size,  have  rela¬ 
tively  predictable 
comic  lineups. 

1  “For  Better  or 
For  Worse,”  Lynn 
Johnston.  United 
Media.  1,105 
points. 

2  “Garfield,”  Jim 
Davis,  Universal 
Press  Syndicate. 

1,099. 

3  “Dilbert,”  Scott 
Adams,  United, 

1,087. 

4  “Peanuts,” 

Charles  Schulz, 

United,  1,064. 

5  “Doonesbury,” 

Garry  Trudeau, 

Universal,  1.048. 

6  “Cathy,”  Cathy  Guisewite,  Universal, 
1,041. 

7  “Hagar  the  Horrible,”  Chris  Browne, 
King  Features  Syndicate,  952. 

8  “Blondie,”  Dean  Young  and  Dennis 
Lebrun,  King,  947. 

9  “The  Family  Circus,”  Bil  Keane,  King, 
945. 

10  “Sally  Forth,”  Greg  Howard  and  Craig 
Macintosh,  King,  892. 

1 1  “Dennis  the  Menace,”  Hank  Ketcham, 
King’s  North  America  Syndicate,  845. 

12  “Shoe,”  Jeff  MacNelly,  Tribune  Media 
Services  (TMS),  832. 

13  “FoxTrot.”  Bill  Amend,  Universal, 
812. 

14  “Beetle  Bailey,”  Mort  Walker,  King. 
797. 

15  “The  Wizard  of  Id,”  Johnny  Hart  and 
Brant  Parker,  Creators  Syndicate,  785. 

16  “B.C.,”  Johnny  Hart,  Creators,  779. 

17  “Zits,”  Jerry  Scott  and  Jim  Borgman, 


King.  753. 

18  “Mother  Goose  &  Grimm,”  Mike 
Peters,  TMS.  750. 

19  “Non  Sequitur,”  Wiley  Miller, 
Washington  Post  Writers  Group,  720. 

20  “Marmaduke,”  Brad  Anderson, 
United,  712. 

21  “Baby  Blues.”  Jerry  Scott  and  Rick 
Kirkman,  King,  696. 

22  “Ziggy,”  Tom  Wilson  and  Tom  Wilson 
Jr.,  Universal,  689. 

23  “Jump  Start,”  Robb  Armstrong, 
United,  592. 

24  “Mutts.”  Patrick  McDonnell,  King, 
592. 

25  “Hi  &  Lois,”  Greg  Walker,  Brian 
Walker,  and  Chance  Browne,  King,  576. 

For  a  look  at  comics  ranked  26 
through  100,  see  “Syndicate  World”  on 
E&P’s  Web  site  (www.mediainfo.com). 
For  further  details  on  the  survey,  con¬ 
tact  Lindenblatt  at  7 1 8-575-3289. 
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TMS  comics  for 
newspaper  sites 

Tribune  Media  Services  has  introduced 
“Comics  Edge  ”  a  free,  co-branded,  inter¬ 
active  comics  page  for  newspaper  Web 
sites.  The  page  (www.comicsedge.com) 
features  five  new,  currently  unsyndicated 
strips  and  panels  a  month.  Some  are  edgi¬ 
er  than  those  found  on  newspapers’  print¬ 
ed  comics  pages.  Interactive  elements 
include  the  opportunity  to  vote  on  comics, 
write  cartoon  captions,  and  participate  in 
an  online  forum. 

Universal  joins 
with  crime  site 

Universal  Press  Syndicate  will  distrib-  . 
ute  APB  Online  content  to  newspapers 
and  their  Web  sites  starting  in  April.  The 
APB  News  Service  will  include  daily  and 
weekly  police  and  crime  news,  as  well  as 
personal  safety  information.  Universal 
will  also  offer  a  UClick  version  with  on¬ 
line  features  linked  to  the  APB  site 
(www.apbonline.com).  APB  is  staffed  by  19 
journalists  in  its  New  York  City  newsroom 
and  70  correspondents  across  the  country.  | 

Second  season 
for  TV  ‘Dilbert’ 

UPN  has  renewed  the  Dilbert  TV  show 
for  a  second  season.  A  total  of  22  new 
episodes  will  be  produced  for  1999-2000. 
The  month-old  program,  based  on  the 
United  Media  comic  strip  by  Scott 
Adams,  is  the  most  popular  comedy  on 
the  UPN  and  WB  networks  among  adults 
and  men. 

Cartoon  group 
redesigns  site 

The  National  Cartoonists  Society  has 
redesigned  and  expanded  its  Web  site 
(www.reuben.org).  It  now  includes  news 
items,  links  to  members,  advice  on 
becoming  a  cartoonist,  and  information  on  , 
the  organization’s  awards,  annual  conven-  i 
tion,  and  53-year  history.  The  redesign 
was  handled  by  Bob  Staake,  who  does 
freelance  illustration  for  newspapers  and 
other  media. 


Green  words  in 
black  and  white 

A  weekly  humor  column  by  a 
Canadian  TV  personality  is  being  syndi¬ 
cated  by  Newspaper  Enterprise  Associ¬ 
ation.  ‘“North  of  40’  is  like  Ann  Landers 
for  middle-aged  men,”  says  Red  Green, 
who  hosts  a  show  that  airs  on  the  CBC 
network  in  Canada  and  83  PBS  stations  in 
the  United  States.  The  program  has 
spawned  three  books  and  three  videos. 
Early  clients  for  Green  (real  name:  Steve 
Smith)  include  the  Detroit  Free  Press, 
Minneapolis  Star  Tribune,  and  Portland 
Oregonian. 

United  links  up 
with  golf  panel 

An  instructional  golf  panel  is  being 
introduced  March  22  by  United  Feature 

Etcetera  ... 

“Hints  from  Heloise”  by  Heloise  of 
King  Features  Syndicate  has  turned 
40.  “Hints”  was  called  “Readers’ 
Exchange”  when  Heloise ’s  mother 
launched  it  in  The  Honolulu  Advertiser 
in  1959  ...  “Close  to  Home”  cartoonist 
John  McPherson  of  Universal  Press 
Syndicate  has  a  new  Web  site  at 
www.closetohome.com  ...  Cartoonist 
Anne  Gibbons  has  launched  a  site  at 
www.annegibbons.com.  She’s  the  for¬ 
merly  syndicated  “Hot  Pink”  creator 
who  also  does  greeting  cards  and  other 
work  ...  “Sylvia”  cartoonist  Nicole 
Hollander  of  the  Los  Angeles  Times 
Syndicate  has  a  new  book  out  called 
“My  Cat’s  Not  Fat,  He’s  Just  Big- 
Boned”  (Hysteria  Publications, 
Naperville,  Ill.)  ...  Another  new  comic 
collection  features  the  Web-based  “Toy 
Trunk  Railroad”  strip  by  Canada’s  Erik 
Sansom.  It’s  from  Plan  Nine  Publishing 
(www.plan9.org)  ...  The  Evansville 
(Ind.)  Courier  columnist  Garret 
Mathews  has  written  Baseball  Days  for 
NTC/Contemporary.  The  book  features 
celebrities’  recollections  of  playing 
baseball  as  a  child  ...  Newspaper 
Enterprise  Association  is  syndicating 
a  13-part  tax  guide  by  Detroit  News 
columnist/CPA  George  Smith  ...  The 


Syndicate.  The  thrice-weekly  “Master 
Strokes”  is  by  Nick  Mastroni,  senior  edi¬ 
tor  of  Senior  Golfer  magazine;  and  Phil 
Franke,  staff  illustrator  for  Golf  Tips  mag¬ 
azine.  His  drawings  have  also  appeared  in 
newspapers  such  as  The  New  York  Times 
and  The  Wall  Street  Journal. 

Tribune  Media 
staff  changes 

Tribune  Media  Services  has  made  sev¬ 
eral  staffing  changes  at  TMS  TV 
Advertising  Networks,  which  enables  pro¬ 
grammers  to  place  promotional  messages 
in  TV  listings.  Michelle  Conner  is  East 
Coast  operations  coordinator  in  the  New 
York  sales  office,  William  Archer  is  TV 
Week  Network  advertising  coordinator  in 
the  Los  Angeles  sales  office,  and  Todd 
Richards  is  TV  Week  Network  coordina¬ 
tor  in  Los  Angeles. 

Sports  Network  (www.sportsnet- 
work.com)  now  has  over  300  Web 
clients  for  the  branded  sports  pages  it 
distributes.  Recent  additions  include 
The  Kansas  City  Star  and  New  York  Post 
...  Content  from  www.worldlyinves- 
tor.com  is  being  distributed  by  Zacks, 
which  provides  investment  research  to 
online  newspapers  and  other  clients  . . . 
Jason  Love  is  offering  his  “Snapshots” 
comic  panel  (www.snapshots.net)  to 
Web  sites  ...  Universal  New  Miedia 
and  Comet  Systems  are  offering  cus¬ 
tomized  computer  cursors,  picturing 
characters  from  comics  such  as 
“Garfield”  and  “Doonesbury”  ... 
Gallery  FAB  at  the  University  of 
Missouri  in  St.  Louis  is  holding  a  car¬ 
toon  show  through  March  8.  The  exhib¬ 
it  includes  comics,  editorial  cartoons, 
and  other  works  from  the  collection  of 
Bob  Staake,  a  St.  Louis-based  freelance 
illustrator  for  newspapers  and  other 
media  ...  The  adventures  of  a  business 
news  reporter  and  his  colleagues  are 
chronicled  in  “Vanities  of  the  Media,”  a 
new  comic  with  fictional  and  real  char¬ 
acters.  It’s  by  cartoonist  Frank  Farrar 
and  staffers  at  the  Denver-based  TJFR 
Business  News  Reporter  newsletter 
(303-296-1200).  “Vanities”  runs  in  the 
twice-monthly  TJFR  and  is  also  avail¬ 
able  free  to  other  business  news  outlets. 
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Devil’s  in  details  of  PrintSTEP 
regulation,  Gannefl  exec  warns 


Between  newspapers 
and  commercial  printers, 
clashing  views  on  the 
value  of  “common  sense” 
U.S.  regulations 

by  Mark  Fitzgerald 

For  the  past  four  years,  commercial 
printers  have  been  urging  newspa¬ 
pers  to  support  the  PrintSTEP  pilot 
program  that  is  intended  to  simplify  and 
speed  environmental 
regulation  of  the 
printing  industry. 

PrintSTEP,  which 
stands  for  Printers 
Simplified  Total  En¬ 
vironmental  Partner¬ 
ship,  is  one  of  sever¬ 
al  experiments  the 
U.S.  Environmental 
Protection  Agency  is 
running  as  part  of  its 
so-called  Common 
Sense  Initiative  to 
change  the  way  spe¬ 
cific  industries  are 
regulated. 

According  to  its 
proponents,  Print¬ 
STEP  gives  the  industry  itself  a  big  voice 
in  determining  which  environmental  regu¬ 
lations  should  be  emphasized  and  which 
are  irrelevant. 

“It  recognizes  that  we  are  not,  in  the 
great  mix  of  things,  an  industry  with  big 
environmental  impacts,”  says  Jeff 
Adrian,  director  of  environment  and  safe¬ 
ty  for  the  Minnesota  commercial  printer 
John  Roberts  Co.  PrintSTEP  speeds  the 
regulatory  process,  Adrian  says,  because 
it  sets  up  what  he  calls  “semi-customized 
modular  permitting”  for  emissions  — 
permitting  that  requires  neither  large 
amounts  of  time  nor  large  numbers  of 
bureaucrats. 

“If  you  are  lucky  enough  to  be  in  a  state 
that  is  selected  for  a  pilot  project,  I  urge 
you  to  get  involved.”  Adrian  tells  newspa¬ 


per  opierations  executives. 

Newspapers  hear  a  far  different  mes¬ 
sage  from  Gannett  Co.’s  manager  for  envi¬ 
ronmental  law,  Gerould  J.  McCoy. 

The  way  he  tells  it,  PrintSTEP  won’t 
do  much  good  for  newspapers  —  and 
could  open  them  up  to  further  regulation. 

At  the  Newspaper  Association  of 
America  SuperConference  in  Orlando. 
McCoy  warns  newspaper  operations  exec¬ 
utives  that  when  it  comes  to  PrintSTEP, 
the  devil  is  in  the  details. 

“You  don’t  use  solvent-based  inks,  and 
many  of  you  don’t  even  use  solvent-based 
cleaners.  But  because 
you  are  a  printer,  you 
are  caught  up  in  this, 
he  says.  “PrintSTEP 
imposes  new  regula¬ 
tory  burdens  on  you.” 

Among  those  bur¬ 
dens,  McCoy  says: 

Requiring  newspa¬ 
pers  to  get  permits  for 
disposal  they  now  do 
routinely  and  to  dis¬ 
close,  and  possibly 
negotiate,  their  dis¬ 
posal  plans  to  com¬ 
munity  groups. 

“Right  now,  if  you 
are  a  small-quantity 
generator  of  haz¬ 
ardous  waste  and  you  have  an  epi.sodic 
waste  incident,  you  have  to  comply  with 
regulations  for  a  high-  quantity  generator 
—  but  you  do  not  need  to  give  notice  [of 
the  episode]  or  get  a  permit.”  McCoy  says. 

“Under  PrintSTEP,  you  would  have  to 
apply  for  a  permit  in  an  episodic  waste 
incident  —  and  invite  the  community  in 
for  a  meeting,”  he  says. 

“You  may  have  to  put  a  sign  outside 
your  building.  And  you  have  to  have  a 
meeting  with  the  community  if  any  mem¬ 
ber  of  the  public  wants  one.” 

PrintSTEP  is  intended  to  involve  the 
public,  environmental  and  community 
special-interest  groups,  and  labor  —  not 
only  in  creating  specific  regulations,  but 
also  in  the  process  that  a  business  must  go 
through  in  order  to  obtain  a  permit  for 


waste  emissions. 

To  the  EPA  that’s  a  good  thing:  “If 
there  are  public  problems  with  your  print¬ 
ing  operation,  you  will  find  out  earlier  in 
the  permit  process,”  says  Michael  M. 
Stahl,  deputy  assistant  administrator  for 
the  EPA’s  Office  of  Enforcement  and 
Compliance. 

Newspapers  should  not  worry  about  the 
public  participation,  says  commercial 
printer  Adrian,  “My  experience  so  far  is, 
frankly,  that  you  can  apply  the  letters 
DNA  —  Does  Not  Apply  —  to  this.” 

It  isn’t  Just  the  public  participation  that 
PrintSTEP  will  bring 
into  the  newspaper 
business.  Gannett ’s 
McCoy  says,  it’s  the 
different  government 
regulators.  State  en¬ 
vironmental  agen¬ 
cies,  which  tend  to 
be  more  aggressive 
than  their  federal 
counterparts,  will 
have  the  chief  en¬ 
forcement  responsi¬ 
bilities,  he  .says. 

Newspapers  also 
may  find  themselves 
whipsawed  by  the 
conflicting  demands 
of  federal,  state,  and 

municipal  regulators. 

Adrian  says  that  McCoy’s  arguments 
against  PrintSTEP  amount  to  “worst-case 
scenarios  and.  frankly,  misinterpretations  of 
things  in  this  pilot  program.” 

“1  don’t  think  PrintSTEP  adds  a  new 
layer  of  burden  on  the  regulation  you 
already  are  experiencing,”  Adrian  told  the 
SuperConference. 

“Instead,  it  substitutes  for  those  regu¬ 
lations  with,  frankly,  some  new 
regulations.  ...  Look,  it’s  beyond  belief 
that  people  would  work  four  years  to  do 
something  that  will  burden  the  printing 
industry  more.” 

“I’m  not  trying  to  run  around  saying, 
‘The  sky  is  falling,”’  McCoy  responds. 
“But  I  am  .saying  that  with  PrintSTEP 
things  are  going  to  change.”  IH 


“I  don’t  think 
PrintSTEP  adds 
a  new  layer  of 
burden  on  the 
regulation. ... 

Instead,  it 
substitutes  ... 
new  regulations.” 

—  Jeff  Adrian, 

ENVIRONMENT  AND  SAFETY 
DIRECTOR,  John  Roberts  Co. 


“Under 
PrintSTEP, 
you  would  have 
to  apply  for 
a  permit  in  an 
episodic  waste 
incident  — 
and  invite  the 
community  in 
for  a  meeting.” 

—  Gerould  J.  McCoy, 

MANAGER  FOR  ENVIRONMENTAL 
LAW,  Gannett  Co. 
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How  much  did  your  Web  site 


get  today?  What  about  tomorrow? 


The  truth  is,  more  and  more  traffic  is 


going  to  a  smaller  and  smaller  number 


of  sites  (that  are,  not  surprisingly 


getting  larger  and  larger).  So  how  do  you 


compete?  Introducing  Homebase,  Zip2’s 


new  local  portal  platform.  It  will  give 


your  site  all  the  features  of  popular 


national  portal  sites.  There’s  a  search 


engine.  Online  shopping.  E-mail.  Chat 


Even  personalization.  Riong  with  one 


critical  extra  those  national  sites 


can’t  offer:  your  local  content,  find 


Homebase  is  available  with  consulting 


services  and  support  that  take  a 


backseat  to  no  one.  Want  to  steer 


more  customers  to  your  site?  Then  get 


Homebase  and  get  ready  to  shift  your 


NEWSPRINT 


Tough  going  for  Canadian  papermakers 


After  barely  breaking  even  in 
1998,  Canada’s  pulp  and  paper 
sector,  which  generates  C$50 
billion  a  year  in  revenue,  expects  1999 
to  be  another  tough  year. 

The  Canadian  Pulp  and  Paper 
Association  expects  shipments  of  prod¬ 
ucts  such  as  newsprint,  printing  and 
writing  papers,  packaging  materials, 
and  wood  pulp  to  increase  by  2.4%  this 
year,  after  declining  3.4%  in  1998, 
reports  Reuters. 

“That  could  look  like  a  rather  bullish 
forecast,  but  if  you  look  at  operating 
rates,  you  can  see  that  we’re  still 
expecting  a  tough  year,”  says  Kevin 
McElhatton,  the  group’s  vice  president 
of  economics. 

Operating  rates,  or  shipments  as  a 
percent  of  production  capacity,  are 
forecast  to  rise  to  89%  this  year,  from 
87%  last  year.  Rates  that  are  higher  are 


healthy  for  other  industries,  but  pulp 
and  paper  makers  need  to  run  near  full 
capacity  to  be  highly  profitable. 

Canada’s  pulp  and  paper  industry 
earned  an  estimated  C$250  million  last 
year,  a  roughly  break-even  perfor¬ 
mance,  after  losing  C$435  million  in 
1997,  according  to  the  association 
(excluding  lumber,  which  may  have 
earned  a  small  profit  in  1998.) 

McElhatton  expects  1999  Canadian 
pulp  and  paper  shipments  to  suffer  from 
weak  economies  in  Latin  America, 
Asia,  and  Eastern  Europe.  In  1998, 
North  American  newsprint  prices  were 
undercut  by  imports  from  South  Korea, 
which  ended  up  with  a  surplus  after 
consumption  plunged  along  with  its 
economy. 

To  avoid  antitrust  allegations,  the 
association  does  not  discuss  price 
trends  but  notes  that  prices  were  on 


average  flat  across  various  product  cat¬ 
egories.  Price  increases  varied  last  year, 
according  to  Reuters,  from  newsprint’s 
8%  uptick  to  linerboard  up  10%  and 
magazine  paper  6%  higher.  Increases 
were  offset  by  declines,  including  an 
8%  drop  in  the  price  of  softwood  pulp, 
used  in  making  many  paper  grades. 

Montreal -based  independent  analyst 
James  Rowland  expects  excess  supplies 
and  lower  shipments  to  offshore  mar¬ 
kets  hit  by  economic  woes  to  depress 
actual  North  American  newsprint  prices 
to  US  $550  a  metric  ton  later  this  year, 
from  about  US$580. 

That  may  augur  well  for  North  Am¬ 
erican  newspaper  publishers  but  does 
little  to  lift  the  fortunes  of  Canada’s 
pulp  and  paper  makers.  As  a  result,  the 
Toronto  Stock  Exchange  300  paper  and 
forest  products  index  is  off  34%  from 
its  year  high  of  5400  last  summer. 


Enron  adds 
sales  to  swaps 

Houston-based  Enron  Capital  &  Trade 
Resources  Corp.  says  it  will  soon  start 
selling  newsprint,  adding  physical  for¬ 
ward  transactions  to  its  swap  financial 
derivatives  as  long-term  hedges  for  print¬ 
ers  and  publishers. 

Until  now,  the  Enron  unit  has  limited 
its  involvement  to  buying  paper  inventory 
and  structuring  purely  financial  swaps 
that  allow  paper  buyers  and  sellers  to  pre¬ 
dict  costs  and  revenues  (E&P,  Oct.  18, 
1997,  p.  18;  Dec.  12,  1998,  p.  18).  Enron 
is  best  known  for  making  a  spot  market 
and  similar  deals  for  energy. 

As  a  result  of  Enron's  investment  in 
Repap  Enterprises,  it  can  sell  Repap’s 
market  pulp,  explains  ECT  director 
Edward  Ondarza.  Though  Repap  does  not 
produce  newsprint  (E&P,  Jan.  21,  1989, 
p.  58),  Ondarza  says  Enron  has  begun 
“working  with  a  number  of  producers  ... 
that  are  providing  us  with  opportunities 
to  continue  with  other  products”  — 
newsprint  among  them.  Enron,  he  adds, 
has  been  negotiating  with  two  newsprint 
producers. 

Enron  says  it  plans  to  buy  from  mills, 
sell  to  users,  and  manage  all  logistics 
between  —  with  the  potential  to  lower 
distribution  costs,  improve  credit  expo¬ 


sure,  and  increase  liquidity. 

Though  it  will  not  charge  transaction 
fees,  Enron  announced  that  it  expects  to 
buy  and  sell  “based  on  contracted  product 
specifications  —  not  pre-agreed  arrange¬ 
ments  as  to  where  the  product  will  be 
produced  or  sold.” 

Arguing  that  an  “efficient  spot  market” 
will  benefit  buyer  and  seller,  Enron  says 
that  forward  transactions  —  the  purchase 
of  a  specified  volume  at  a  specified  price 
and  date  —  encourage  both  sides  “to 
hedge  greater  volumes  for  longer  terms  at 
lower  bid/ask  spreads”  and  allow  mills  to 
better  hedge  production,  creating  lower 
volatility  and  capital  costs. 

—  .lim  Rosenberg 

Abitibi  posts  loss 

Abitibi-Consolidated  Inc.,  the  world’s 
largest  newsprint  supplier,  with  over  20% 
of  North  American  capacity,  reported 
fourth-quarter  net  losses  grew  to  $66  mil¬ 
lion,  from  $49  million  a  year  earlier. 

The  quarter  brought  the  net  loss  from 
continuing  operations  last  year  to  $28 
million,  vs.  a  $7  million  loss  in  1997. 
Operating  losses  exclude  a  $27  million 
after-tax  charge  in  the  fourth  quarter  for 
the  shutdown  of  a  machine  in  Chandler, 
Quebec.  The  losses  were  blamed  in  part 
on  a  five-month  strike  affecting  1 1  mills, 
or  40%  of  newsprint  capacity. 


Abitibi  also  was  set  back  $29.4  million 
in  damages  awarded  by  a  state  court  jury 
to  Parsons  &  Whittemore  Inc.  Abitibi 's 
equal  partner  in  the  Alabama  River 
Newsprint  Co.,  P&W  complained  that  it 
lost  revenue  when  Abitibi  violated  terms 
of  a  sales  agreement  covering  the 
Claiborne,  Ala.,  recycled  newsprint  mill. 

John  Weaver,  incoming  president  and 
CEO,  says  he  expects  “improved  costs, 
margins,  and  earnings”  beginning  in  first- 
quarter  1999. 

Abitibi  has  sold  its  office  products 
division,  spun  off  the  balance  of  its 
Chandler  mill  to  a  joint  venture,  and 
completed  a  multi-mill  venture  in  Asia 
with  Korean  and  Norwegian  partners 
(E&P,  Jan.  30,  p.  42).  Tentatively  named 
Pan  Asian  Paper  Company  (PAPCO), 
the  Singapore-headquartered  venture 
has  annual  capacity  of  1.425  million 
metric  tons  and  about  20%  of  the  Asia- 
Pacific  market. 

The  assets  were  acquired  for  approxi¬ 
mately  $950  per  metric  ton  (including  the 
equivalent  of  $100  per  ton  in  working 
capital),  down  from  the  estimated  $970 
announced  last  July.  Each  partner  con¬ 
tributes  $2(K)  million. 

The  venture  improves  Abitibi’s  ability 
to  help  govern  North  American  supplies 
by  adding  control  of  a  substantial  portion 
of  trans-Pacific  imports  to  Abitibi’s 
already-dominant  position  in  North 
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American  production:  Abitibi  will  market 
PAPCO-produced  paper  in  the  Americas. 
The  deal  also  calls  for  PAPCO  to  sell  in 
Asia  paper  manufactured  by  Abitibi- 
Consolidated  and  Norske-Skog  and  for 
Norske-Skog  to  sell  PAPCO  paper  in 
Europe,  the  Middle  East,  and  Africa. 

Donohue  invests 
in  Texas  miii 

Quebecor  subsidiary  Donohue  Inc. 
plans  to  invest  $230  million  to  modernize 
its  newsprint  and  specialty  paper  mill  in 
Lufkin,  Texas. 

The  project  includes  the  replacement 
of  three  of  the  mill’s  four  paper  machines 
with  a  more  modem  single  machine  of 
about  the  same  capacity,  250,000  tons  per 
year  of  uncoated  supercalendered  special¬ 
ty  paper  and  HiBrite.  The  project  also 
will  bring  the  kraft  pulp  mill  into  compli¬ 
ance  with  stricter  federal  environmental 
standards. 

Donohue  contracted  with  a  subsidiary 
of  New  Zealand’s  Fletcher  Challenge  Ltd. 
to  buy  a  dismantled  330-inch  Beloit  Bel 
Bale  III  paper  machine  that  was  operated 
by  the  Gold  River  Newsprint  Partnership 
in  British  Columbia  from  1988  to  1993. 
The  machine  could  be  started  up  late  next 
year.  Last  October,  Donohue  announced 
plans  to  spend  $102  million  to  modernize 
its  mill  in  Sheldon,  Texas. 

Planned  to  start  up  in  1989,  the  green¬ 
field  Gold  River  Newsprint  mill  was  a 
joint  venture  of  the  former  Canadian 
Pacific  Forest  Products  and  several  pub¬ 
lishing  companies.  By  the  mid-1990s  it 
was  decided  to  dismantle  the  machine 
and  ship  it  to  Australia  to  serve  then- 
growing  East  Asian  markets,  where 
demand  now  lags. 

Smurfit  donates 
to  Cal  Poly 

Smurfit  Newsprint  Corp.,  Oregon  City, 
Ore.,  is  donating  newsprint  to  the  Graphic 
Communications  Department  at  Cali¬ 
fornia  Polytechnic  State  University,  San 
Luis  Obispo,  Calif. 

The  newsprint  is  to  be  supplied  as 
needed  to  the  web  press  technology  labo¬ 
ratory  and  to  the  Mustang  Daily  —  the 
only  university  newspaper  in  the  country 
produced  entirely  by  students,  according 
to  Cal  Poly. 

The  deal  calls  for  members  of  Smurfit ’s 


Pressroom  Observation  Reporting  teams, 
which  work  with  Smurfit  customers,  to 
attend  seminars  on  newspaper  production. 
Department  head  Harvey  Levenson  and 
profes.sor  Hank  Apfelberg,  who  helped 
develop  the  partnership,  say  Smurfit  sem¬ 
inar  participants  contribute  useful  knowl¬ 
edge  about  newsprint  properties,  manu¬ 
facturing,  recycling,  and  quality  control. 

Alliance,  Pacifica 
end  combo  talks 

Following  the  collapse  in  late  January 
of  talks  aimed  at  a  business  combination 
with  Alliance  Forest  Products  Inc., 
Vancouver-based  Pacifica  Papers  L.P. 
plans  to  meet  March  1 1  to  consider  con¬ 
verting  to  a  corporation. 

The  reorganization  would  replace  the 
25,758,000  units  held  by  limited  partners 
with  common  .shares  of  the  company’s 
wholly  owned  subsidiary,  Pacifica  Papers 
Inc.,  on  a  one-for-one  basis.  The  general 
partner,  entitled  to  3.5%  of  the  partner¬ 
ship’s  distributable  cash  under  certain 
conditions,  will  receive  600,000  common 
shares  of  Pacifica  Papers  Inc.  Subject  to 
certain  regulatory  approvals  and  other 
conditions,  the  reorganization  is  being 
considered  along  with  a  debt  refinancing. 

Pacifica  makes  lightweight  coated 
stock,  newsprint  and  directory  paper,  and 
other  specialty  grades.  Its  two  British 
Columbia  mills’  combined  capacity  is 
885,000  metric  tons. 

Montreal-based  Alliance,  maker  of 
uncoated  groundwood  papers,  lumber, 
and  related  forest  products,  registered  net 
sales  of  more  than  $1.08  billion  (Cana¬ 
dian)  for  fiscal  1998,  an  increase  of 
31.8%  over  the  C$823.3  million  figure 
for  1997.  Net  earnings  reached  C$25.9 
million  in  1998,  compared  with  C$26.5 
million  for  1997. 

It  attributed  the  revenue  increase  in  part 
to  the  inclusion  of  full-year  results  of  the 
Coosa  Pines,  Ala.,  mill,  which  it  acquired 
from  Kimberly-Clark  last  year. 

“While  our  1998  results  reflect  the  dif¬ 
ficult  conditions  on  the  global  commodi¬ 
ties  market,  especially  for  pulp,  we  bene¬ 
fited  from  our  new  value-added  papers, 
for  which  market  demand  met  our  expec¬ 
tations,”  says  president  and  CEO  Pierre 
Monahan.  He  singled  out  growing  demand 
for  soft-nip  calendered  papers  outpacing 
demand  for  newsprint  for  contributing  to 
Alliance’s  growth  and  for  “the  continuing 
improvement  of  our  financial  situation.” 


EtSfP  BRIEFS 


The  Omaha  World-Herald  selected  a 
MAN  Roland  Geoman  to  replace  letter- 
press  equipment  dating  from  the  early 
1950s.  The  shaftless  double-wide  offset 
press  is  to  be  operational  by  mid-2001. 

The  inline  press  with  three  folders  will 
extend  more  than  250  feet  within  an 
expanded  plant  occupying  four  downtown 
blocks.  Erected  on  a  concrete  “tabletop,” 
it  will  comprise  99  individually  driven 
printing  couples  stacked  in  1 8  towers  over 
1 8  reelstands.  The  press  will  feature  auto¬ 
mated  color  registration  supplied  to  MAN 
by  a  third  party,  undershot  ink  fountains, 
and  automatic  blanket  washing. 

Shopper  and  insert  printer  Druckhaus 
Mayer  &  Sohne,  Aichach,  Germany,  is 
adding  an  eight-couple  Geoman  tower, 
two  RTFs,  folder,  and  PECOM  control 
(with  space  for  further  expansion)  to  its 
two-folder  press  line  from  another  manu¬ 
facturer.  The  old  line  and  new  tower  can  be 
run  separately  or  as  one  press,  as  needed. 

MAN  also  sold  Geoman  presses  and  a 
single-wide  Uniset  press,  all  with  PECOM 
controls,  to  Nasionale  Pers  Beperk,  pub¬ 
lisher  of  South  Africa’s  two  biggest  dailies. 
Beeld,  Johannesburg,  will  have  12  Geoman 
footprints  with  at  least  nine  direct-drive 
towers,  12  reelstands,  and  three  folders. 
The  Geoman  for  Cape  Town’s  Die  Burger 
will  consist  of  two  direct-drive  towers, 
three  RTFs,  and  one  folder.  The  Uniset 
(three  towers,  three  reelstands,  one  folder) 
was  installed  in  Port  Elizabeth  for  printing 
Die  Burger's  regional  editions. 


Dauphin  Graphic  Machines  Inc., 
Elizabethville,  Pa.,  sold  16  DGM  850  and 
12  DGM  430  press  units  and  one  1050 
and  two  1030  folders  to  the  Daily 
Reflector,  Greenville,  N.C.,  where  instal¬ 
lation  of  the  single-wide  presses  is  to 
begin  in  July. 

To  increase  printing  speed,  boost  page 
capacity  and  number  of  color  positions, 
and  improve  print  quality.  Journal  Register 
Co.  bought  a  10-unit  DGM  850  with  two 
folders  (1050  and  1030)  for  its  Daily 
Freeman,  Kingston,  N.Y.,  where  it  is 
expected  to  be  in  operation  by  May. 


Omaha,  others 
select  Geoman 


Two  dailies  buy 
Dauphin  presses 
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EPpy  Awards  honor 
1 8  Internet  services, 
one  Outstanding  Individual 


The  4th  Annual  EPpy  Awards  competition  for  interactive 
newspapers  was  dominated  by  washingtonpost.com, 
which  was  the  judges’  choice  in  four  of  the  1 8  award  cat¬ 
egories.  In  addition,  Chris  Jennewein  of  Knight  Ridder  New 
Media  became  the  inaugural  winner  of  the  Outstanding  Individ¬ 
ual  Achievement  EPpy. 

The  awards,  which  were  presented  at  a  gala  dinner  on 
Friday,  Feb.  1 9,  the  final  night  of  the  1 999  Interactive 
Newspaper  Conference  in  Atlanta,  recognize  the  best  of  class 
in  newspaper-sponsored  and  news-oriented  Internet  services 
worldwide. 

The  Editor  &  Publisher  Co.  sponsors  the  EPpy  Awards.  The 
complete  list  of  award  winners,  including  service  descriptions 
and  Judges  comments,  begins  on  Page  46. 

Washingtonpost.com  received  honors  as  the  Best  Overall  U.S. 
Newspaper  Online  Service  with  a  circulation  of  greater  than 
100,000.  It  also  won  in  the  categories  of  Best  News  Section,  Best 
Classified  Section,  and  Best  Design. 

Jennewein  was  honored  for  his  more  than  a  decade  of  leader¬ 
ship  in  the  development  of  interactive  newspapering,  beginning 
at  the  Atlanta  Journal  and  Constitution  and  then  with  Mercury 
Center  {San  Jose  Mercury  News)  before  assuming  his  current 
position  with  Knight  Ridder  in  1996. 

Other  noteworthy  winners  include:  CNet  News.com,  which 
won  an  unprecedented  third  straight  EPpy  Award  in  the  catego¬ 
ry  of  Best  Non-Newspaper  Online  News  Service;  Brigham 
Young  University,  which  won  the  first-ever  award  for  Best 
College  Newspaper  Online  Service;  and  Winetoday.com,  which 
won  the  award  for  the  Best  Use  of  Interactivity. 

“In  many  ways,  the  1999  Awards  were  our  best  ever,”  says 
Colin  Phillips,  Publisher  of  Editor  &  Publisher.  "The  competi¬ 


tion  was  the  strongest  we  have  ever  seen.” 

The  1999  competition  was  the  culmination  of  four  years  of 
growth  for  the  EPpy  Awards  that  has  mirrored  the  meteoric  rise 
of  the  Internet  as  a  channel  for  disseminating  information  and 
conducting  business.  Nearly  4(K)  entries  were  nominated  for 
1999  EPpy  Awards,  in  1 8  categories.  Back  in  1996,  the  first  year 
of  the  competition,  there  were  fewer  than  60  entries. 

"Back  when  we  started,  there  were  so  few  papers  with  Internet 
services  that  we  didn't  even  want  to  have  an  entry  fee,  for  fear 
that  it  would  discourage  participation,”  says  Steve  Outing,  who 
worked  with  E&P  to  launch  the  awards. 

As  the  industry  has  grown,  so  have  the  EPpy  Awards.  In  1998, 
the  competition  was  expanded  to  1 4  categories  and  was  given  its 
current  name.  The  EPpy  Awards.  Then  in  1999,  the  awards 
expanded  to  1 8  categories  and  the  Individual  Achievement  Award. 

Thirty  Judges,  all  industry  experts,  worked  diligently  from 
October  through  December  to  evaluate  the  entries  in  the  1999 
awards,  in  two  rounds  of  Judging. 

The  EPpy  Awards  are  managed  by  Len  Muscarella,  managing  director  of  Interactive 
Media  Associates  Inc.  (IMA),  ot  Parsippany,  N.J.  IMA  specializes  in  the  planning,  devel¬ 
opment,  and  marketing  of  new  media  services.  Since  founding  IMA  in  1985,  Muscarella 
has  worked  with  senior  management  to  develop  media  businesses  in  online,  the  Internet, 
and  interactive  television. 

Muscarella  is  the  editor  of  "Net  Success,"  a  book  about  doing  business  on  the 
Internet  that  will  be  published  by  Adams  Media  in  the  spring.  He  is  a  frequent  speaker  at 
industry  forums  on  interactive  media  and  has  been  quoted  in  Advertising  Age.  The 
Boston  Globe.  Interactive  Age.  The  Journal  of  Business  Strategy,  and  other  publications. 

He  began  his  career  as  a  journalist,  working  for  Dow  Jones-Ottaway  Newspapers  and 
fhe  Bergen  Record  in  New  Jersey.  He  joined  CBS  Inc.  in  new  product  development  in 
1982  and  went  on  to  become  managing  editor  at  TRINTEX,  the  CBS-IBM-Sears  compa¬ 
ny  that  later  became  known  as  Prodigy. 
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Outstanding  Individual  Achievement: 
Chris  Jennewein 


Chris  Jennewein,  who  is  vice  presi¬ 
dent/technology  &  operations  for 
Knight  Ridder  New  Media  in  San 
Jose,  Calif.,  is  a  true  pioneer  of  the  news¬ 
paper  industry’s  adoption  of  interactivity. 

As  far  back  as  1988,  when  the  Internet 
was  known  only  to  scientists  and  acade¬ 
mics,  and  modems  operated  at  800  baud, 
Chris  was  finding  ways  to  help  his  news¬ 
paper  serve  its  community  and  generate 
profit  through  the  use  of  interactive  media. 

In  the  late  1980s,  as  director  of  infor¬ 
mation  services  with  the  Atlanta  Journal 
and  Constitution,  Chris  managed  the 
newspaper’s  development  of  audiotex, 
videotex  (online),  and  fax  services.  And 
while  the  audiotex  efforts  attracted  the 
biggest  audiences,  and  generated  the  most 
revenue,  the  most  lasting  efforts  were 
occurring  in  the  fledgling  online  industry. 

Chris  launched  the  service  that  would 
later  be  known  as  Access  Atlanta  in  late 
1988,  as  part  of  the  Bell  South  Videotext 
Gateway.  And  when  the  phone  company 
withdrew  from  the  videotex  business. 
Access  Atlanta  continued  on  into  the 
early  ’90s  with  features  that  are  now  the 
staples  of  all  newspaper  online  services 
—  archives,  prepublication  classified 
ads,  searchable  databases,  chat,  and  bul¬ 
letin  boards. 

In  1992,  Chris  moved  to  Silicon  Valley 
to  become  general  manager  of  Mercury 
Center,  the  groundbreaking  online  newspa- 

Judges 

Peter  Adler 

adlerp  @  thejoumal .  southam  .ca 

Adler  is  an  editor  at  Southam  Newspapers’  New 

Media  Centre. 

Jos^  Barietta 
barletta@intr.net 

Barietta,  M.S.,  is  an  international  consultant  spe¬ 
cializing  in  the  design  of  "Online”  and  News 
Services.  Barietta  is  president  of  BarNews 
Research  Group,  director  of  the  Office  for  Latin 
America  and  the  Caribbean  of  the  Wireless  Cable 
Association,  and  director  of  the  International 
Newspapers  Marketing  Association. 

Jak  Boumans 

Jak@euronet.nl 

Boumans  B.A.,  MDiv.  (1945)  studied  in  New 
Orleans,  La.  Presently,  he  is  a  senior  researcher  of 
the  content  industry  for  the  Dutch  research  insti¬ 
tute,  TNO  Center  ofTechnology  and  Policy  Studies. 

Kathleen  Buckley 
winene  w$  @  aol  .com 


per  of  the  San  Jose  Mercury  News.  He  was 
responsible  for  the  content,  technology,  and 
finances  of  Mercury  Center,  which  was  the 
first  newspaper  to  publish  in  full  on 
America  Online  and,  later,  on  the  Internet. 

His  Mercury  Center  years  were  note¬ 
worthy  on  many  fronts.  Not  only  did 
Mercury  Center  provide  a  superior  online 
experience  for  its  customers;  it  also  set  a 
standard  that  most  newspapers  still  have 
not  reached  for  integrating  the  online 
product  with  the  newspaper  —  with  in¬ 
column  refers  to  the  online  product 
appearing  throughout  its  pages. 

Under  Chris’  direction.  Mercury  Center 
developed  the  NewsHound  agent/alert 

Buckley  is  managing  editor  of  the  New  York- 
based  Wine  Enthusiast  Magazine  artd  Web  site. 

David  Carlson 
dcarlson@jou.ufl.edu 

Carlson  is  director  of  the  Interactive  Media  Lab 
at  the  University  of  Florida. 

Sergio  Chariab 
charlab@ax.apc.org 

Chariab  is  editor  in  chief  of  Reader’s  Digest 
Brazil  and  a  columnist  for  Brazilian  newspapers. 

Neil  Chase 
nchase@nwu.edu 

Chase  is  an  assistant  professor  at  Northwestern 
University’s  Medill  School  of  Journalism. 

Vin  Crosbie 
crosbie  @  well  .com 

Crosbie  is  president  of  Digital  Deliverance, 
LLC.,  a  Greenwich,  Conn.,  new  media  business 
consulting  firm. 

Jim  DiArcangelo 

JDArcangelo@exchange-tol.nfor.com 
DiArcangelo  is  group  president  of  Telecommuni¬ 
cations  at  NFO  Worldwide,  leading  NFO 


service,  a  type  of  software  that  has  been 
copied  and  expanded  by  a  number  of  In¬ 
ternet  players  during  the  past  few  years. 
And  he  had  the  foresight  to  become  the 
first  customer  (in  1994)  of  a  little-known 
Valley  startup  called  Mosaic  Communica¬ 
tions,  which  later  gained  fame  as  Net¬ 
scape  Communications. 

In  his  next  assignment,  as  director  of  the 
Knight  Ridder  New  Media  Center,  Chris 
was  instrumental  in  helping  Knight  Ridder 
become  the  first  large  newspaper  group  to 
move  all  its  papers  online.  And  in  his  cur¬ 
rent  assignment,  he  continues  and  extends 
his  leadership  role  for  Knight  Ridder,  and 
the  industry  overall.  Part  of  that  work  is 
providing  technical,  editorial,  and  market¬ 
ing  direction  for  the  Knight  Ridder  Real 
Cities  Network  of  4()-plus  Web  sites.  Real 
Cities  serves  geographical  communities 
across  the  United  States  and  communities 
of  interest  that  span  the  globe.  Among  the 
newspapers  in  the  network  are  the  San  Jose 
Mercury  News,  Philadelphia  Inquirer, 
Miami  Herald,  Kansas  City  Star,  Charlotte 
Observer,  Fort  Worth  Star-Telegram  and 
St.  Paul  Pioneer-Press.  In  terms  of  nation¬ 
al  reach.  Real  Cities  is  the  largest  network 
in  the  newspaper  industry. 

Jennewein,  44,  is  a  graduate  of  the  Uni¬ 
versity  of  Pennsylvania  and  the  London 
School  of  Economics.  He  lives  in  Palo 
Alto,  Calif,  with  his  wife  Emily  and  twin 
daughters  Maddy  and  Penny. 

AD.JMPACT  and  Infocom. 

Bill  Densmore 
densmore@clickshare.com 
Densmore  is  president  ofNewshare,  the  Internet’s 
first  news  broker,  and  Clickshare,  a  microtransac¬ 
tion  developer  serving  the  publishing  industry. 

Monique  van  Ousseldorp 
monique  @  vandusseldorp.com 
Van  Dusseldorp  (1965)  is  the  fouruier  atui  direc¬ 
tor  of  van  Dusseldorp  A  Partners,  an  Amster¬ 
dam-based  research  and  development  company 
focused  on  pan-European  Internet  strategies  cmd 
related  new  media  developments. 

Lee  Ewing 
mcospe@aol.com 

Ewing  is  an  Internet  content  consultant  with  a 
special  interest  in  online  news. 

Noelia  Femandez-Arroyo 
noelia@es.yahoo-inc.com 
Femandez-Arroyo  is  the  senior  producer  for 
Yahoo!  Spain,  another  of  the  international  prop¬ 
erties  of  Yahoo!  Inc. 

see  Judges  on  page  63 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  FEBRUARY  20,  1999 


45 


Best  Overall  U.S.  Newspaper  Online  Service 
Circulation  over  1 0OK 


washingtonpost.com 

http://www.washingtonpost.com 

Washingtonpost.com 
uses  the  distinguished 
journalism  of  one  of  the 
nation’s  great  newspa¬ 
pers  as  the  starting 
point  for  a  site  that 
takes  full  advantage  of 
the  Internet  to  serve 
both  its  national  and 
local  audiences.  A 
newly  redesigned  home 
page  (http;//www.washingtonpost.com)  makes  it  easy  to  navi¬ 
gate  through  a  wealth  of  offerings,  starting,  of  course,  with  news. 
There  are  links  not  only  to  the  hottest  stories,  but  to  a  vast  array 
of  other  features,  including  business,  sports,  entertainment,  live 
discussions  with  newsmakers,  and  that  old  newspaper  staple, 
classified  ads.  Plus,  newsweek.com,  the  Web  site  for  the 
Washington  Post  Co.’s  Newsweek  magazine,  and  its  eBLAST 
Internet  guide  are  only  a  click  away. 


The  site’s  outstanding  presentation  of  everything  from  serious 
journalism  to  interactive  features  and  fun  facts  has  attracted 
more  and  more  loyal  users  throughout  the  past  year.  Site  traffic 
grew  155%  from  January  to  September  1998,  logging  more  than 
75  million  page  views  in  September. 

What  the  judges  said: 

For  breadth  of  local  or  national  information,  this  is  perhaps 
the  best  major  metropolitan  newspaper  Web  site  in  the  U.S.  (And 
thank  god  for  an  online  newspaper  that  still  makes  yesterday 's 
edition  separately  available.) 

They  know  their  heat.  They  cover  government  as  a  home¬ 
town  story  and  provide  great  resources.  The  Washington  Post 
site  [is]  an  essential  resource  for  anyone  who  wants  to  stay  up 
on  current  events. 

A  wonderful  site  (full  of]  great  features  such  as  the  crime 
report,  reader  polls,  and  e-commerce. 

Finalists:  The  New  York  Times  on  the  Web, 
http://www.nytimes.com 
STARTRIBUNE.COM  (McCLATCHY), 
http://www.startribune.com 


Best  Overall  U.S.  Newspaper  Online  Service 

Circulation  under  100K 


El  Nuevo  Herald  Digital 
http://www.elherald.com 


El  Nuevo  Herald 
Digital  is  a  fine  example 
of  a  high-quality  Web 
site  produced  by  a  small 
staff  (only  two  full-time 
producers,  with  help 
from  others  on  the 
Herald  Online  content 
staff)  leveraged  by 
strong  automation  tools. 
The  site  is  the  only 
Spanish-language  daily  online  newspaper  site  in  the  United 
States  and  has  attracted  a  growing  audience.  Since  its  launch  in 
December  1 996,  the  site  has  grown  to  more  than  I  million  page 
views  per  month.  In  addition  to  coverage  from  the  staffs  of  El 


Nuevo  Herald  and  The  Miami  Herald,  the  site  offers  an  active 
online  discussion  area,  Charla  Digital.  For  news  in  Spanish  from 
a  U.S.  and  south  Florida  perspective,  there  really  isn’t  a  better 
place  to  go  on  the  Web. 

What  the  judges  said: 

El  Nuevo  Herald  obviously  does  a  great  job  of  sett  ing  the 
Latin  community,  in  both  Florida  and  around  the  world.  It  also 
does  a  great  job  of  bringing  in  Latin  advertisers.  I  give  it  high 
points  for  these  e  fforts. 

A  good  and  unique  site  that  .serx’es  its  well-defined  con¬ 
stituency. 

Finalists:  Christian  Science  Monitor’s  Electronic  Edition, 
http://www.csmonitor.com 
The  Santa  Rosa  Press  Democrat  Online, 
http://www.pressdemo.com 
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New  media 

IfP 

new  methods 


New  Media  publishers  like 
IDG’s  Network  World  and  the 
Tribune  Company  use  OpenPages^'^^ 
to  create  content 
for  both  print 

and  online  publication.  Find  out 
why  you  should,  too. 


Publishing 
Solutions 
for  Print  and 
Online  Media 


Visit  us  at  Booth  113  at  Interactive  Newspapers. 


For  more  information  contact: 

Ed  Slattery,  V.P.  of  Sales 
American  Computer  Innovators,  Inc. 
611  Belchertown  Road 
Amherst,  MA  01002 
Phone:  (413)  256-1147 
Fax:  (413)  256-3125 
E-mail:  eds@aci-openpages.com 
Http://www.acisystems.com 


\l  K  K  I  C  \  N 


Best  Overall  U.S.  Newspaper  Online  Service, 
Weekly,  Community,  Free  &  Alternative 


The  Chronicle  of  Higher  Education  —  Academe  Today 
http://chronicle.com 

The  Chronicle  of 
Higher  Education's  Web 
site  is  a  direct  extension 
of  the  newspaper  and  is 
part  of  the  overall  ser¬ 
vice  the  Chronicle  pro¬ 
vides  to  its  subscribers. 
The  majority  of  the  Web 
site  is  accessible  only  to 
subscribers.  More  than 
57,000  of  the  Chroni¬ 
cle's  95,(X)0  subscribers  have  registered  for  access  to  the  Web 
site.  Most  of  them  also  receive  a  daily  news  update  by  e-mail. 

Although  it  is  weekly  in  print,  the  Chronicle  is  daily  on  line. 
In  addition  to  the  full  content  of  the  weekly  print  edition,  the 
Web  site  contains  original  daily  news  coverage,  a  fully  search¬ 
able  archive  dating  back  to  1989,  a  lively  interactive  forum 
called  Colloquy,  a  special  section  devoted  to  the  latest  develop¬ 
ments  in  information  technology,  special  features  on  new  grant 


opportunities  and  sources  of  funds,  an  Issues  in  Depth  section 
devoted  to  the  comprehensive  exploration  of  the  most  com¬ 
pelling  issues  in  higher  education,  and  the  Career  Network,  one 
of  the  most  popular  job  sites  on  the  Internet.  The  depth  and 
breadth  of  its  information,  combined  with  its  sharp,  utilitarian 
focus,  makes  the  Chronicle's  site  one  of  the  most  useful  on  the 
World  Wide  Web. 

What  the  judges  said: 

This  is  an  excellent  serious  journalism  site.  If  you  want  to  know 
any  news  or  information  about  the  academy,  this  is  the  place  to  look. 

This  site  continues  to  sene  its  large  niche  audience  with  real 
care  and  depth. 

As  a  site  for  specialists,  it 's  hard  to  heat.  Every  educational 
iiLstitution  should  make  it  required  reading  for  all  Webmasters 
and  heads  of  departments! 

Finalpsts:  Oru^ndo  Weekly, 

http://vprww.orlandoweekly.com 
San  Francisco  Bay  Guardian, 
http://vprww.sfbg.com 


Best  Overall  Non-U.S.  Newspaper  Online  Service 


La  Nacion  Line  (S.A.  La  Nacion,  Argentina) 
http://www.lanacion.com 

La  Nacion  Line  pre¬ 
sents  news  and  informa¬ 
tion  about  Argentina  to 
Argentine  residents,  and 
to  Spanish-speaking 
people  the  world  over 
who  are  interested  in 
Argentine  news  and 
information  services.  In 
addition  to  news,  the 
site  provides  value- 
added  services  developed  with  database  technology  and  takes 
advantage  of  the  tools  that  the  interactive  medium  provides. 

A  dedicated  online  team  of  22  full-time  employees  produces 
the  site  whose  audience  is  responsive  and  growing.  The  site 


averages  18,000  visits  each  day  and  nearly  3  million  page  views 
per  month. 

What  the  judges  said: 

A  first-rate  job  of  presenting  the  news  of  its  cits'  and  country,  and 
in  doing  .so,  respecting  the  differences  in  languages  and  cultures, 
while  building  an  ad  base  to  support  the  undertaking.  Bravo! 

Stylish;  very,  very  stylish  indeed.  Sets  a  new  standard  in  the 
field  of  navigation  and  layout.  And,  unlike  what  you  would 
expect  from  such  a  graphically  rich  offering,  it’s  also  fast,  even 
when  using  modest  modem  speeds.  Contentwi.se,  this  site  has 
everything  a  user  e.xpects,  and  the  same  applies  to  advertisers. 
To  me.  La  Nacion  is  the  clear  winner. 

Finalists:  FT.com, 

http://www.ft.com 
Jerusalem  Post  Internet  Edition, 
http://www.jpost.com 
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Those 

LittleThings 

That  Keep 

You  Up 
Night 


Web  worry  #1:  Content  Management 

You’re  drowning  in  the  huge  volume  of  information  flooding  into  your  website!  You’ve  got  SIX 
wire  feeds,  two  feeds  from  the  print  side,  and  dozenS  of  sources  around  the  world.  And  they 
are  all  swamping  you  with  stories  and  graphics,  even  audio  and  video.  It  never  StopS.  And 
you’re  expected  to  manage  all  of  this  information  and  deliver  it  to  your  readers  on  the  fly.  It’s  no 
wonder  you’re  losing  sleep. 

The  cure  for  your  insoiTinia? 

FutureTense  IPS  Xcelerate.  A  high-performance  Web  publishing  system  fine- 
tuned  to  manage  the  hourly  deluge  of  data  that’s  keeping  you  up  at  night.  IPS  Xcelerate  stream¬ 
lines  your  production  process  so  that  yOU  Can  take  control  of  content  and  maximize  its 
value  to  your  readers. 

Call  FutureTense  to  learn  more  about  IPS  Xcelerate.  And  get  ready  for  a  good  night’s  sleep. 


^FuturSense*  43  Nagog  Park,  Acton,  Massachusetts  01720  •  phone  978.635.3600  fax  978.635.3610 
Future  Technology  •  Future  Thinking  www.futuretense.com  E-mail:  info@futuretense.com 


Best  Non-Newspaper  Online  News  Service 


CNET  News.com 
http://www.news.com 

This  is  the  third  con¬ 
secutive  year  that 
CNET's  News.com  has 
won  the  EPpy  in  the 
non-newspaper  catego¬ 
ry.  Breaking  coverage 
remains  a  hallmark  of 
News.com,  and  major 
news  in  the  business 
world  consumed  much 
of  its  attention  in  1998. 
News.com  produced  a  number  of  in-depth  packages  examining 
Microsoft’s  strategies  and  products  and  designed  a  special  page 
featuring  the  latest  developments  of  the  trial.  News.com  contin¬ 
ued  to  dig  deeply  into  other  business  issues,  from  both  financial 
and  technological  perspectives,  with  special  reports  on  executive 
compensation,  questionable  accounting  practices,  and  the  boom 
in  small-business  software.  Spotting  trends  remains  a  high  prior¬ 
ity  for  News.com,  which  was  the  first  to  analyze  the  emerging 
“portal”  races.  And  as  electronic  commerce  gained  momentum, 
News.com  expanded  its  coverage  on  this  front  as  well;  in  addi¬ 
tion  to  daily  stories  on  everything  from  online  book  sales  to  fire 
wall  technologies,  they  unearthed  significant  security  problems. 
They  also  provided  extended  coverage  of  the  most  notorious 
software  bug  of  all,  the  Year  2000. 


This  is  the  kind  of  journalism  that  News.com  practices  on  a 
regular  basis,  capitalizing  on  its  technological  background  to 
illuminate  issues  that  might  not  otherwise  get  proper  scrutiny  by 
the  press  at  large. 

What  the  judges  said: 

it  is  one  of  the  few  sites  /  visit  almost  daily  because  of  its 
excellent  coverage  of  the  Internet  and  technology  industries. 
News.com  often  breaks  news  and  provides  information  I  don’t 
get  anywhere  else.  Overall,  it  features  good  Journalism,  in-depth 
reporting,  and  is  an  indispensable  resource  for  anyone  who 
wants  to  follow  the  industry. 

CNET's  News.com  serves  up  timely,  staff-written  news  stories 
and  features  that  meet  its  large  audience ’s  needs.  News.com  insi.sts 
on  accuracy  despite  the  constant  pre.\sure  to  he  first.  The  users  are 
the  beneficiaries  of  the  editorial  staff's  dedication  to  quality. 

News.com  is  to  he  applauded  for  continuing  to  practice  real 
journalism  on  the  Web.  Its  articles  rival  technology  coverage 
from  any  other  news  organization,  and  it  frequently  .scoops  big 
players  in  the  new  and  old  news  media  worlds.  News.com  is  an 
indispensable  am'  credible  /it'vv.v  .source.  It  deserx  es  recognition 
for  a  job  well  done. 

Finalists:  MSNBC.com, 

http://MSNBC.com 
Wired  News, 
http://www.wired.com 


Best  College  Newspaper  Online  Service 


NewsNet  is  a  student- 
run  online  service  that 
includes  all  content  from 
the  BYU  student  news¬ 
paper,  the  Daily 
Universe,  and  the  BYU 
student  television  and 
radio  news  programs, 
KBYU  TV  and  FM 
News.  It  also  includes 
original  content  pro¬ 
duced  exclusively  for  the 
Web  site.  NewsNet  allows  students  and  others  to  customize  their 
news  and  receive  twice-per-day  e-mail  briefs  of  Web  site  content. 
It  features  live  audio  netcasts  of  daily  TV  and  FM  News  shows  as 
well  as  digitized  video  clips  of  each  day’s  news  programs.  The 


Web  site  is  completely  database  driven,  including  a  GUI  updating 
program,  all  developed  by  BYU  students.  As  a  result,  all  pages  are 
built  on  the  fly,  which  allows  the  student  Web  editors  to  focus  on 
the  content  instead  of  spending  all  their  time  on  HTML. 

What  the  judges  said: 

This  is  a  very  good  college  site  with  excellent  interactive  fea¬ 
tures.  Very  timely  and  comprehensive  for  a  college  newspaper 
site.  Nice  work. 

Publishing  the  advertising  rate  card  prominently  online  shows 
that  the  students  are  thinking  like  professionals. 

A  great  resource  and  comprehensive  online  college  magazine 
that  uses  the  Net  as  a  powerful  medium. 

Finalists:  Kentucky  Kernel  (University  of  Kentucky), 
http://www.kykernel.com 
The  State  News  (Michigan  State  University), 
http://www.statenews.com 


NewsNet 

http://newsnet.byu.edu 


IOC  assures 
world  2002 
Olympics  will  Trrsrirsir'sx 
remain  in  Utah 
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Better  put  these  on. 

More  revenue,  more  content,  more  multi-tiered  opportunities  for  every 
one  of  your  advertisers — that's  the  future.  All  from  a  complete,  integrated 
family  of  engines  that  will  have  your  competition  seeing  "red." 

For  a  complete  demonstration,  call  on  America's  leading 
Internet  infrastructure  provider  for  newspapers. 

Dial  800.373.3547  today. 

PowerAdz.coiii' 

Powering  the  ^Generation. 

96  Thompson  Hill  Road  •  Rensselaer,  NY  12144  •  800.373.3547  •  www.PowerAd2.com 


AdQuest3D  J^uciioN  Hill 


7?7;M^Homes  -1- 


Best  Promotion  of  a  Newspaper  Online  Service 


In  1998,  the  Chicago 
Tribune  launched  Met- 
romix,  Chicago’s  com¬ 
plete  online  entertain¬ 
ment  guide.  Primarily 
targeting  the  market’s 
1 8-to-34-year-olds,  the 
Tribune  marketing  staff 
took  the  word  to  the 
streets  —  reaching 
young,  hip,  entertain¬ 
ment-oriented  consumers  where  they  live  and  play. 

Metromix  reached  consumers  through  club  fliers,  strategically 
placed  posters,  public  transportation  signage,  a  “cybervan”  that 
offered  a  hands-on  site  demonstration,  and  distribution  of  promo¬ 
tional  items.  College  audiences  were  reached  through  on-campus 
demonstrations  and  in  university  bookstores.  Metromix  made  use 
of  free  weekly  publications  with  high  penetration  into  the  18-to- 
34  urban  market,  and  the  Tribune  ran  filler  ads  promoting  the  site 


and  special  events.  Further  penetration  was  achieved  through 
radio  commercials  and  targeted  cable  television  spots. 

Metromix  also  developed  key  partnerships;  An  exclusive 
arrangement  with  Ticketmaster  allows  Metromix  users  to  order 
tickets  through  the  site,  and  Cybermeals  allows  Metromix  users 
to  order  food  or  make  reservations  online. 

What  the  judges  said: 

Exceptional  campaign  across  the  hoard.  Willingness  to 
e.xperiinent  with  non-Tribune  brand  especially  ambitious  and 
impressive. 

Very  creative,  in  promotion  and  the  site  itself —  the  results 
reflect  the  great  job  done  here. 

Targeting  the  twenty-somethings  is  a  feat  few  sites  are  willing 
to  do.  Among  the  contenders,  this  was  the  strongest  promotion. 
What  works  here  is  the  coordinated  media  campaign. 

Finalists;  The  Boston  Globe’s  boston.com, 
http;//www.boston.com 
Chicago  Tribune  Classified  Products, 
http;//chicagotrjbune.com 


Metromix 

http://metromix.com 


Best  News  Section  in  a  Newspaper  Online  Service 


washingtonpost.com 

http://www.washingtonpost.com 

Washingtonpost.com’s 
Home  Page  and  Top 
News  Page  are  truly 
worthy  of  top  honors. 
The  Home  Page  serves 
as  an  instant  guide  to 
the  most  important 
events  of  the  moment, 
while  highlighting  orig¬ 
inal  content  and  signifi¬ 
cant  offerings  from  The 
Washington  Post  and  other  sources.  It  provides  quick  navigation 
to  washingtonpost.com’s  major  sections  —  News,  Style,  Sports, 
and  Classifieds  —  and  to  Today’s  Top  News  (http://www.wash- 
ingtonpost.com/wp-srv/digest/digest.htm). 

The  work  of  a  variety  of  news-gathering  organizations,  led  by 
the  Post's  own  prize-winning  staff,  is  monitored  continuously  to 
keep  Today’s  Top  News  fresh.  Today’s  Top  News  is  organized 
under  subheads  —  Top  News.  World.  Nation,  Politics,  Metro, 
Business,  WashTech.  Entertainment.  Sports,  and  Weather  —  that 


help  users  sort  quickly  through  the  latest  headlines.  Hot  links  from 
summaries  connect  to  enhanced  packages  on  important  stories.  In 
a  few  clicks,  the  user  can  satisfy  a  need  for  everything  from  a 
quick  headline  update  to  an  exhaustive  analysis  of  a  major  news 
event.  Combined,  the  Home  Page  and  Today’s  Top  News  consis¬ 
tently  rank  among  the  top  three  most  accessed  areas  of  the  site. 

What  the  Judges  said: 

I’ve  liked  this  site  for  years,  through  all  its  iterations.  But  then 
Pm  a  huge  fan  of  its  print  parent.  It  feels  like  that  parent  hut  has 
much  more  depth  and  is  great  for  political  junkies. 

A  complete  site  that  delivers  everything  from  breaking  daily 
news  to  the  complete  contents  of  the  newspaper,  plus  extensive 
coverage  of  .special  stories,  including  .some  Web-only  coverage. 
Plus  news  from  local  communities  and,  at  the  same  time,  the 
ability  for  the  Post 's  readers  around  the  country  to  find  news 
from  their  own  states. 

Finalists:  Los  Angeles  Times, 

http://www.latimes.com/news 
The  New  York  Times, 
http://www.nytimes.com 
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Your  greatest  wish  is  a  surge  in  traffic. 


Your  greatest 

is  a  surge 

in  traffic 


Open 


Now  unexpected  surges  in  traffic  are 
no  cause  for  alarm.  Open  AdStream™ 
ad  management  software  provides 
you  with  unmatched  scalability  and 
performance  to  handle  spikes, 
whenever  they  might  occur.  That's 
why  it's  the  ad  management  system 
of  choice  for  some  of  the  world's 
leading  web  publishers  such  as 
Washingtonpost.Newsweek  Interactive 
and  USA  Today,  who  have  come  to 
rely  on  its  stability  and  versatility. 

If  you  would  like  a  free  demonstration 
or  more  information  please  call  us  at 
215.654.8376,  or  you  can  contact  us 
online  at  adstream@realmedia.com. 

REAL^MEDIA' 

www.realmedia.com 


Best  Sports  Section  in  a  Newspaper  Online  Service 


Austin360.com 

http://www.austin360.com 


A  u  s  t  i  n  3  6  0 .  c  o  m  ’  s 
sports  site  has  been 
developed  as  a  compre¬ 
hensive  site  for  major 
sports  in  the  area; 
Dallas  Cowboys,  Uni¬ 
versity  of  Texas  sports 
(Hook’em),  high  school 
sports  (HomeTeam360), 
and  the  GoBig  12 
Conference. 

The  site  includes  breaking  news,  bulletin  boards,  chat  guests, 
interactive  mapping,  talk-backs,  and  live  video.  Their  page 


views  suggest  that  their  sports  site  is  the  most  popular  overall 
with  its  users. 

What  the  judges  said: 

[It]  is  well  organized  and  they  love  their  high  school  sports, 
too,  which  is  a  major  plus. 

You  name  it,  you  find  it:  scores  of  games  being  played,  news, 
stats,  polls,  bulletin  boards.  Only  wish  it  could  he  national/inter¬ 
national  coverage. 


Finalists;  Internet  Chicago  Tribune, 

http://chicagotribune.com/sports 

Sun-Sentinel, 

http://www.sun-sentinel.com/sports 


Best  Business  Section  in  a  Newspaper  Online  Service 


Maine  Business  Online 
http;//www.mainebusiness.com 

Maine  Business  On¬ 
line  offers  a  comprehen¬ 
sive  package  of  business 
news,  analysis,  and  re¬ 
sources  specific  to  the 
business  community  in 
the  state  of  Maine.  While 
it  is  linked  from  the  Press 
Herald  Online’s  business 
navigation,  the  site  was 
broken  out  to  offer  not 
only  daily  news  updates 
but  also  information  re¬ 
lated  to  the  state's  economic  picture  and  educational  and  network¬ 
ing  opportunities  for  the  region’s  businesspeople. 

Maine  Business  Online  offers  a  unique  daily  Clippings  section: 
staff  researchers  comb  seven  newspapers  statewide  each  morn¬ 
ing.  tracking  developing  business  stories  around  the  state  and 
offering  single-paragraph  synopses  which  go  live  at  noon, 
Monday  through  Friday.  The  site  also  offers  an  extensive  set  of 
tools  for  research  and  analysis  of  the  state  economy  and  business 
climate.  The  Big  Picture  section  offers  a  wide  range  of  resources 
from  housing  and  construction  reports;  economic  indicators  and 
analysis;  and  special  reports  generated  by  the  newspapers.  The 
centerpiece  of  the  section  is  the  Maine  Stock  Index,  tracking  stock 
prices  for  38  publicly  held  companies  doing  business  in  Maine. 


What  the  judges  said: 

Traditional  journalistic  principles  and  approaches  are  evident 
throughout,  with  unique  attributes.  This  is  the  only  business  Web 
site  among  finalists  to  make  consistent  use  of  live  photos  linked 
to  the  stories.  Other  unique  features  include  the  “  Welcome  ”  note 
from  the  interactive  editor.  ...  This  sort  of  “mission  statement” 
builds  a  bond  with  readers.  It’s  one  more  example  of  looking  at 
the  project  from  the  point  of  view  of  the  user 's  needs  instead  of 
the  publisher ’s  product. 

I  really  like  this  site  because  they  know  what  they  are  doing 
and  who  they  are  doing  it  for.  They  cover  the  region ’s  business  in 
a  variety  of  usual  and  unusual  ways  (The  “clipping"  serxice  ... 
pays  off  for  the  users  of  this  site).  The  design  is  clear,  the  navi¬ 
gation  is  clear,  and  the  areas  they  cover  focus  on  regional  inter¬ 
ests.  They  must  he  regarded  as  the  trusted  and  useful  business 
information  .source  for  their  entire  region.  Good  job. 

It  is  a  local  serx  ice  that  thrives  on  being  local  (.statewide)  and 
comes  across  as  being  concerned  about  its  local  clients.  Local 
Bloomberg  index  is  nice,  as  is  the  edited  clipping  serx  ice  xvith  the 
other  regional  newspapers  as  a  base.  It  is  also  a  very  good  look¬ 
ing  and  fast  site. 

Finalists:  Mercury  Center, 

http://www.mercurycenter.com/gmsv 

WASHINGTONPOST.COM, 

http://www.washingtonpost.com/ 

wp-srv/business/front.htm 
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NewsView 

solutions 

j_||k  ^ 

The  Answer  to  the  e-Commerce  and  Disital  Asset  Management  Dilemma. 


Every  publication  creates  digital  assets  whether  in  content  or  images.  Put  those 
assets  to  work  online.  Capture  additional  revenue  by  managing  your  digital  assets 
with  NewsView  Solutions.  Offered  by  Reed  Technology  NewsView  Solutions 
allows  for  quick  and  easy  archiving  and  retrieval  for  online  delivery  by  providing 
five  different  tools  designed  to  fit  a  publication's  specific  needs. 

•  NewsView*  is  a  text  archiving  system  that  enables  the  user  to  re-use  content. 

•  Connections32"  automates  electronic  distribution  of  stories  through  multiple 
channels  such  as  the  Web  or  other  online  information  delivery  mediums. 

•  PhotoView*  takes  charge  of  image  archiving  from  any  source,  and  includes 
automatic  capture  of  extract  and  header  information. 

•  PhotoView  Contact"  enables  your  publication  to  conduct  e-commerce  with  its 
image  archives.  Whether  photos  or  graphics,  build  re^/enue  by  selling  access  to 
them  online. 

•  WebDesk"  rounds  out  the  complete  digital  publishing  arsenal  as  a  powerful, 
flexible  and  easy-to-use  tool  for  web  site  creation  and  editing. 

Take  control  of  your  digital  assets  today.  All  NewsView  Solutions  are  proven  to 
work  with  your  existing  systems... and  we  handle  all  the  installation  and  training. 

From  basic  archiving  to  digital  asset  management,  get  NewsView  Solutions. 

Call  800-872-2828  for  information  or  a  demonstration. 

www.newsviewsolutions.com 


^  REED  TECHNOLOGY 

AND  INFORMATION  SERVICES  INC. 

One  Progress  Drive  ~  Horsham,  PA  19044  ~  www.reedtech.com 


Connections!,  Contact  and  WebDesk  are  trademarks  of  The  Salt  Lake  Tfibune.  NewsView  and  PhotoView  are  registered  trademarks  of  The  Salt 
All  used  with  permission.  ®  1999  Reed  Technology  and  Information  Services,  Inc.  All  rights  reserved. 


Best  Entertainment  Section 
in  a  Newspaper  Online  Service 


Calendar  Live! 

http://www.calendarlive.com 

During  1998, 

latimes.com  developed 
one  of  the  most  infor¬ 
mative  and  functional 
entertainment  sites  on 
the  Web.  By  combining 
the  unparalleled  quality 
of  stories  from  the  Los 
Angeles  Times  with  a 
user  interface  that  al¬ 
lows  readers  to  get  far 
more  from  a  story  than 
the  written  words,  cal- 
endarlive.com  has  arrived  and  been  noticed.  Calendarlive.com 
will  not  only  give  you  a  movie  review  but  tells  you  where  and 
when  the  movie  is  playing,  along  with  what  else  there  is  to  do  in 
your  area.  This  same  formula  goes  with  Art  and  Theater  reviews, 
as  well  as  concerts  and  other  events.  Their  movie  section 
received  more  than  320,000  page  impressions  in  October  1998, 
a  ten-fold  increase  since  May  1998.  Calendarlive.com  also  gets 
readers  involved  with  largerscale  events,  such  as  their  coverage 


of  the  Emmy  and  Oscar  Awards.  These  types  of  shows  bring  a 
spotlight  on  Hollywood  where  their  coverage  is  second  to  none. 

Calendarlive.com  goes  beyond  the  entertainment  section  of  the 
newspaper,  providing  a  comprehensive  guide  to  entertainment 
venues,  community  involvement,  and  up-to-date  event  informa¬ 
tion  and  is  an  interactive  forum  for  community  discussion. 

What  the  judges  said: 

Comprehensive  information  with  uniform  page  design  pro¬ 
vides  users  with  clear  and  easy  way  to  navigate  the  site.  Little 
things  like  real-time  traffic  map,  ticket  buying,  and  hotel  dis¬ 
count  coupons  may  generate  more  interest  as  well  as  interactiv¬ 
ity.  This  Los  Angeles  Times  site  did  an  e.xcellent  job. 

Special  features  are  abundant  —  Grammy  information,  spe¬ 
cial  ticket  prices,  personalization,  health  and  fitness  section,  bat¬ 
ting  cages,  clas.ses,  and  1998  year-end  .summary  —  all  unique 
and  well  done.  Great  use  of  .search  engines. 

Finalists:  New  York  Today, 

http://wvvw.nytoday.com 

WASHINGTONPOST.COM, 

http://www.washingtonpost.com/style 


Best  Special  Section  in  a  Newspaper  Online  Service 


Mercury  Center 

http://www.mercurycenter.com/business/ 

microsoft/trial 

The  Justice  Depart¬ 
ment's  antitrust  suit 
against  Microsoft  is  re¬ 
garded  as  one  of  the 
most  important  antitrust 
cases  of  our  time.  To 
cover  the  trial  in  a 
comprehensive  fashion. 
Mercury  Center  created 
a  site  that  captured 
the  digital  publishing 

strengths  of  the  Web  in  four  areas: 

Timely  reports:  as  many  as  four  stories  or  updates  are  filed 
each  trial  day.  A  real-time  headline  identifies  who  is  currently  on 
the  witness  stand.  Rich  background  material:  biographies  of  key 
players  and  witnesses;  access  to  depositions,  including  excerpts 
from  the  videotape  testimony  of  Bill  Gates  and  the  original  com¬ 
plaint  by  the  Justice  Department;  and  explainer  material  such  as 


a  primer  on  antitrust  law  and  a  glossary  of  terms.  Interactivity:  the 
content  is  housed  in  a  Virtual  Courtroom  —  clicking  on  court¬ 
room  graphical  icons  provides  access  to  the  trial  schedule, 
archives,  news  coverage,  and  to  the  Microsoft  forum  where  read¬ 
ers  can  discuss  the  case  or  vote  in  a  poll.  High-quality  journalism: 
Mercury  Center  has  pursued  a  strategy  in  which  the  reporters  are 
partners  with  the  online  editorial  team  to  bring  their  readers  the 
latest  and  most  important  news  of  the  day  via  the  Internet. 

What  the  judges  said: 

The  archives  are  one  of  the  best  parts  of  the  feature.  Well 
done. 

The  site  is  a  fabulous  archive  on  the  Microsoft  monopoly 
court  case. 

Simply  superb  coverage  of  the  Microsoft  trial. 

Finalists:  Fog  of  War, 

http://www.washingtonpost.com/ 

wpsrv/inatl/longterm/fogofwar/splash.htm 
The  Path  to  Peace, 
http://www.irish-times.com/ 
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Investment  Bankers  to  the  Newspaper  Industry 


Brokerage 


Valuations 


Financing 


The  Charles  S.  Rowe  Family 

has  sold  its  stock  of 

The  Free  Lance-Star  Publishing  Co. 
of  Fredericksburg,  Va. 


Independent  Newspapers  Limited 

one  of  Neu’  Zealand's  largest  media  companies 


Houston  Community  Newspapers,  Inc. 


The  Free  Lance-Star 

a  daily  newspaper  serving  h'redericksbu^,  Virginia 
and  operator  of  radio  stations 

WFLS-FM  and  WYSK-FM/AM 


The  Josiah  P.  Rowe,  III  Family 

>X'c  acted  as  financial  adv'isor  to  and  assisted  in 
the  negotiations  as  the  representative  of 
the  Charles  S.  Rowe  I'amily. 


Independent  Newspapers  Limited 

one  of  New’  Zealand’s  largest  media  companies 


West  Coast  Community  Newspapers,  Inc. 


1 2  communin  newspapers,  an  arts  and 
entertainment  weekly  and  a  boating  newspaper 


Central  Valley  Publishing,  Inc. 

\X'e  imdated  the  transaction,  acted  as  financial  advisor  to  an< 
assisted  in  the  negotiations  as  the  representative  of 
Independent  Newspapers  IJmited 


1 5  community  newspapers  and  a  boating  newspaper 


Westward  Communications,  LLC 

Vie  initiated  the  transaction,  acted  as  financial  advisor  to  and 
assisted  in  the  negotiations  as  the  representative  of 
Independent  Newspapers  IJmited 


Meridian  Venture  Partners 


Legal  Communications  Ltd. 


Tbt  IntelHffncer,  Penn^kania  ijtw  Philadelphia  Court  Keperter, 

District  ^  Countr  Reports,  legal  onhtte  Sewsktter 
and  the  operator  of  the  legal  on-line  services 
PaLWX  net  and  DeUWnet 


American  Lawyer  Media  Holdings,  Inc 

a  portfolio  compiany  of 


KEVIN  M.  LAVALLA 

Managing  Director 
lavallak@vsacomm.com 


Terry  and  Paul  Townsend 
and  their  partners 


Long  Island  Commercial  Review,  Inc. 


L/>ng  Island  Business  Renea',  Long  Island  Almanac, 
lufng  Island  leisure  Guide,  Long  Island  Meeting  Planners  Guide, 

Long  Island  Planned  Giiing  Guide,  lusng  Island  CEO, 

Ijong  Island  Hxecutitt  Reffster,  and  Long  Island  ExecuPtn  Business  Vision 


U.S.  Equity  Partners^  L.P. 
Wasserstein  Perella  Merchant  Banking  Group 

>X'e  acted  as  Bnancial  advisor  to,  and  assisted  in 
the  negotiations  as  the  representative  of 
Meridian  Venture  Partners. 


ROBERT  J.  BROADWATER 

Managing  Director 
broadwater@vsacomm.com 


Dolan  Media  Company 

We  acted  as  financial  advisor  to  the 
Long  Island  Commercial  Review;  Inc. 


i 


Veronis,  Suhler  &  Associates  Inc 


350  PARK  AVENUE  •  NEW  YORK,  NY  10022  ■  (212)  9354990  .  FAX:  (212)  9354877  •  WWW.VSACOMM.COM 


Best  Classified  Section  in  a  Newspaper  Online  Service 


washingtonpost.com 

http://www.washingtonpost.com/wp-adv/classi- 

fieds/careerpost/front.htm 

Since  the  launch  of 
washingtonpost.com  in 
1 996,  the  CareerPost 
employment  section  has 
grown  into  a  sophisticat¬ 
ed  job  search  and  career 
management  resource 
used  by  thousands  of  Job 
seekers  and  employers 
each  month.  In  addition 
to  an  extensive  array  of 
editorial  content  on 
careers  in  the  Washington,  D.C.,  area,  CareerPost  offers  an 
impressive  list  of  products  and  services,  including  a  Featured 
Employer  program,  a  sophisticated  Job  search  engine,  a  national 
resume  database  service,  and  banner  advertising  and  sponsorship 
options.  Based  on  the  success  of  the  CareerPost  business  model, 
washingtonpost.com  is  rapidly  developing  a  diversified  online 
classified  marketplace  that  includes  the  automobile,  apartment, 
new  homes,  and  real  estate  resale  categories. 

CareerPost  features  more  than  27,(XX)  individual  Job  listings, 
more  than  12,000  from  the  two  most  recent  Sunday  editions  of  The 


Washington  Post  Newspaper  Employment  Section,  and  over 
1 5,000  from  Featured  Employers'  Web  sites.  The  Job  postings  from 
more  than  174  individual  Featured  Employers  include  response 
devices,  logos,  company  branding,  and  integration  with  hiring 
companies’  HR  systems.  CareerPost  traffic  represents  a  significant 
portion  of  washingtonpost.com’s  76  million  page  views  per  month. 

What  the  judges  said: 

CareerPost  has  demonstrated  an  innovate  way  of  career-path 
seeking.  The  site  also  offers  valuable  advisory  information  which 
couldn’t  he  obtained  .so  easily  otherwise.  And  the  real  beauty 
comes  with  the  Job  Matrix,  a  very  impressive  way  to  offer  users 
interactive  access  to  the  database.  This  site  was  really  well  built. 

Top-notch  site,  very  good  on  every  level. 

The  cUussifieds  section  has  an  e.xcellent  interface  to  the  most 
.sophisticated  job  search  engine,  to  a  national  resume  database 
serx’ice,  banner  advertising,  and  sponsorship  options.  This  model 
represents  a  practical  and  useful  diversified  online  ttrechanism 
for  access  to  the  marketplace.  [It]  is  orte  of  the  truest  advanced 
sites  to  handle  banner  and  directory  advertising  busitress.  Very 
friendly,  real,  simple,  attd  robust,  it  promotes  interactivity. 

Finalists:  Autosource-Los  Angeles  Times, 

http://wvvw.latimes.eom/HOME/CLASS/AUTO 
Real  Classifieds, 

http://www.realcities.com/classifieds 


Best  Community  Publishing  Effort 
in  a  Newspaper  Online  Service 


New  Jersey  Online 
http://www.nj.com/cc 

NJO’s  mission  has 
always  been  to  create  a 
news  and  information 
service  for  and  about 
people  in  New  Jersey. 
They  see  it  as  their  Job  to 
help  New  Jerseyans  feel 
connected  to  their  state 
and  towns  and  to  build 
communities.  NJO  has 
developed  a  tool  that  has 
put  their  philosophy  into 
practice  in  the  most  concrete  fashion  possible.  Community 
Connection  offers  New  Jersey  not-for-profit  groups  the  ability  to 
build  free  Web  sites  with  absolutely  no  technical  knowledge  or 
HTML  skills.  The  sites  are  then  entered  into  a  statewide,  search¬ 
able  directory.  By  putting  the  power  of  the  Internet  into  the  hands 
of  all  New  Jersey’s  not-for-profit  groups,  we’re  building  stronger 


communities  and  helping  them  reach  more  people.  It’s  technolo¬ 
gy  at  its  simplest  and  the  Web  at  its  best.  The  success  of  this  site 
was  immediate,  which  showed  that  NJO  delivered  exactly  the 
right  tool  to  the  people  who  needed  it.  More  than  1 ,000  groups  are 
now  online  with  this  program,  which  launched  in  September. 

What  the  judges  said: 

This  site  is  among  .several  of  the  firudusts  that  stand  out  for 
.special  achieverrrent.  ...  Very  promising  is  the  integration  of 
advertising  on  the  community  pages. 

Many  publications  now  allow  nonprofit  groups  to  publish 
automatically  online.  But  this  one  goes  further.  Sections  cater  to 
sports  teams,  youth  .soccer-,  and  other  areas,  each  with  its  own 
format.  Discussion  forums  and  catered  local  news  pages  are 
available  for  each  county.  It  does  especially  well  in  breaking  out 
community  vs.  metro  and  regional  info. 

Finalists:  Sunline, 

http://vvvvw.charlotte-florida.com 

TORONTO.COM, 

http://vvvvw.toronto.com 
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V  We  Can  Turn  Your  Paper  Clips 

Into  Digitized  Content  ^ 

Some  of  the  Benefits  Include: 

•  Allowing  your  reporters  to  be  more  procluetive 

•  Giving  your  readers  aeeess  to  their  eommunity  history 
•  Generating  additional  ravenue 

•  Preserving  your  arehives  that  ean  be  lost  on  old  newsprint 

Worldwide  Data  Solutions,  Inc.  Can  Help 

•  Over  2,500  experienced  offshore  professionals 

•  High  accuracy  with  selective  or  total  conversion 

•  Creation  of  full  page  or  clip  size  PDF  images 

•  Format  output  to  Media  Stream  or  any  other  database 

•  Cost  savings  of  hO'/o  or  more  over  U  S.  rates 

•  Recent  projects  include  167,000  clips 
for  Knight  Ridder’s  Grand  Forks  Herald  g 

•  Spanish  and  other  languages  also  available  | 

•  Free  test  and  no-obligation  quotation 


For  More  Information,  Please  Contact: 

F:d  Gingras,  President 

Worldwide  Data  Solutions,  Inc. 

350  Colon  Avenue 
San  Francisco,  CA  94127 
Tel:  1-415-585-2500  Toll  free:  1-800-246-6300 
Fax:  1-415-585-2588  F-mail:  W DSir^vT OMPUSERVF.COM 

1989  -  1999  10  Years  of  Quality  Service 


Congratulations  To  All  Eppy  Award  Winners! 


Best  Directory  Application 
in  a  Newspaper  Online  Service 


School  Guide 

http://www.seattietimes.com/schoolguide 

This  database-backed 
powerhouse  of  a  Web 
site  relaunched  in  No¬ 
vember  1998,  with 
additional  functionality, 
updated  content,  and  the 
use  of  a  “living  spread¬ 
sheet”  interface  that 
allows  user-driven  sort¬ 
ing  of  the  voluminous 
school  information  (in¬ 
formation  gathered  by 
the  newsroom  over  eight  months’  time).  Contentwise,  this  site  has 


few  peers  —  no  commercial  or  newspaper  site  contains  the  depth 
of  quality  information  on  local  schools  that  this  one  does. 

'What  the  judges  said: 

Great!  This  is  the  right  type  of  directory,  with  interactivity  and 
depth!  Congratulations! 

Concept  is  well  defined. 

This  is  a  site  that  is  fit  for  its  purpose  in  all  re.spects.  Hard  to 
see  how  it  could  he  improved.  The  comparison  charts  are  won¬ 
derfully  detailed. 

Finalists:  kansascity.com, 

http://vwvw.kansascity.com 

TORONTO.COM, 

http://www.toronto.com 


Best  Design  of  a  Newspaper  Online  Service 


washingtonpost.com 

http://www.washingtonpost.com 

Washingtonpost.com 
redesigned  its  site  in 
1998  to  emphasize 
easy-to-use  navigation, 
speedy  downloads,  and 
full  use  of  Web  technol¬ 
ogy.  The  new  design 
stresses  interactivity, 
clarity,  and  legibility  in 
typography,  maps,  and 
information  graphics. 
All  navigational  choices 
best-designed  newspaper 

The  horizontal  navigation  bar  across  the  top  and  bottom 
enables  users  to  move  quickly  from  primary  section  to  primary 
section  within  the  site;  the  left-side  vertical  navigation  buttons 
let  users  burrow  into  more  .specialized  areas.  Each  section  fea¬ 


tures  a  unique  color  palette.  The  intention  was  to  take  users 
beyond  the  flat,  two-dimensional  presentations  characteristic  of 
print  media  while  making  the  site  accessible  to  a  mass  audience, 
not  just  high-end  users. 

What  the  judges  said: 

The  Post  has  a  very  clear,  well-organized,  and  designed  site. 
The  navigation  elements  are  unobtrusive  hut  easy  to  jind.  The 
editorial  te.xt  gets  a  clear  break. 

Good  use  of  design.  Inventive  in  the  case  of  the  Glenn  section. 
News  sections  well  designed  with  true  news  sense  showing 
through.  Good  .search  functions.  I  like  the  regular  appearance  of 
search  functions  on  all  pages  and  date/print  page  location  with 
every  story  ( which  adds  to  credibility). 

Glad  to  .see  list  of  advertisers,  how  to  buy  photos,  and  of  edi¬ 
torial  staff. 

Finalists:  The  Chronicle  of  Higher  Education  —  Academe  Today, 
http://chronicle.com 
The  New  York  Times  on  the  Web, 
http://www.nytimes.com 


can  be  seen  simultaneously  in  this 
online  service. 
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Together  with  our  affiliation  of  more  than  130  newspapers,  we’re  changing  the  face  of  online  commerce. 
Classified  Ventures— a  powerful  force  for  your  success. 


Ventures 


www.classtjiedventures.com 


T^omeHunter.com.  [^r^HomeNetwork. 


apartments.com..  auction  universe 


MaMHHi 


IMiliMMlHl 


Best  Use  of  Interactivity  in  a  Newspaper  Oniine  Service 


Winetoday.com 

http://www.winetoday.com 

Winetoday.com  pro¬ 
vides  portable  and  practi¬ 
cal  information,  opens 
the  door  to  related  sites, 
and  provides  a  lively  and 
well-used  forum  for 
online  discussion. 
Launched  in  August 
1998,  Winetoday.com 
has  quickly  become  one 
of  the  most  active  wine 
sites  on  the  Internet, 
drawing  connoisseurs  and  wine  consumers  alike.  Winetoday.com’s 
success  is  a  result  of  the  effective  combination  of  highly  interactive 
features  with  up-to-date,  easy-to-use  content  that  draws  on  the 
Santa  Rosa,  Calif.,  Press  Democrat's  distinguished  tradition  of 
journalism.  A  sampling  of  the  features  that  demonstrate  this  mar¬ 
riage  of  interactivity  and  content:  A  review  database  of  more  than 
1 ,700  wines;  a  winery  database  with  details,  maps,  and  images  on 


more  than  400  wineries;  daily  news  on  the  latest  happenings  in  the 
wine  world;  a  national  wine-events  database  that  allows  wineries 
and  restaurants  to  add  events;  The  Cyber  Sommelier,  a  feature  that 
allows  readers  to  be  alerted  by  e-mail  whenever  a  particular  wine 
is  added  to  the  review  database;  and  The  Wine  Master,  a  program 
for  the  Palm  Pilot  handheld  organizer  that  allows  readers  to  down¬ 
load  Winetoday.com  reviews  to  take  with  them  to  the  store  or 
restaurant  to  help  them  make  informed  wine  decisions. 

What  the  judges  said: 

Brilliant  targeting  of  a  niche  which  some  users  are  passionate 
about.  The  site  easily  draws  out  user  interest  via  interactive  fea¬ 
tures.  Tasteful  design. 

This  site  is  really  outstanding  in  its  interactivity  with  both  its 
databases  and  with  its  customers;  it  is  straightforward,  focused, 
well-edited,  and  gives  you  a  high-quality  version  of  what  you 
would  expect! 

Finalists:  InsideDenver.com, 

http://lnsideDenver.com 

SUNLINE, 

http://wvww.charlotte-florida.com 


Best  Shopping  Application 
in  a  Newspaper  Online  Service 


Sunline 

http://www.charlotte-realtors.com 

Sunline’s  single  most 
ambitious  advertising 
venture  —  one  that  will 
become  the  hallmark  of 
all  their  advertising 
campaigns,  both  in  print 
and  on  the  Internet. 
Sunline  has  produced  an 
online  product  that 
county  and  regional 
Realtor  associations  pay 
to  use,  which  puts  their  listings  on  the  Internet.  Realtor  associa¬ 
tions  use  their  own  servers  to  keep  a  record  of  every  home  that 
is  for  sale,  or  has  been  for  sale,  complete  with  every  imaginable 
detail,  from  how  many  bedrooms  to  how  it  is  zoned.  Using  that 
data.  Sunline  presents  a  two-tiered  Internet  package  that  no  other 
paper  on  the  planet  offers.  First,  the  site  offers  all  the  typical 
amenities  of  a  real  estate  site,  including  an  “e-mail  notification” 
program  that  alerts  users  when  certain  homes  come  on  the  mar¬ 
ket.  But  the  aspect  of  the  program  that  wins  the  Realtors  is  a  pri¬ 
vate,  password-protected  site  that  only  Realtors  can  visit. 

The  site  is  packed  with  details  about  their  listings,  including 
how  many  people  have  looked  at  the  homes  online.  Furthermore, 
the  local  property  appraiser’s  database  is  placed  on  Sunline’s 
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servers,  giving  Realtors  instant  access  to  this  information.  Every 
two  weeks,  the  200-plus-megabyte  database  of  the  local  property 
appraiser’s  office  is  updated,  giving  Realtors  access  to  the  most 
current  information  they’ve  had  in  the  history  of  their  association. 

What  the  judges  said: 

This  site  gets  equal  points  for  its  presentation  and  the  site  it. Keif 
The  careful  attention  to  the  “customers  ”  is  evident  in  the  layout  of 
the  site,  the  .strategy,  and  the  e.xplanation  of  the  site.  Unlike  many 
heavy  consumer  sites,  this  one  keeps  sight  of  the  bicsiness  customer 
as  a  u.ser  and  will  therefore  have  the  associated  revenue  stream  to 
keep  growing  over  time.  It  also  takes  advantage  of  existing  Internet 
players  (MLS)  rather  than  recreating  all  the  data  from  .scratch. 

Sunlines  continues  to  do  .some  amazing  Internet  work,  consid¬ 
ering  its  small  size.  Its  MLS/Realtors  package  is  a  great  service 
to  Realtors  and  home  buyers  and  demonstrates  that  a  local 
new.spaper  company  can  build  and  purchase  technology  that  can 
compete  with  bigger  online  real  estate  players. 

This  is  the  winner.  This  online  home  shopping  application 
from  a  relatively  .small  newspaper  beats  the  metropolitan  news¬ 
papers  ’  efforts  hands  down.  A  model  for  newspapers  ’  relation¬ 
ships  with  Realtors  in  the  next  century. 

Finalists:  HomeZone  —  Improvenet, 

http://www.startribune.com/homezone 
New  York  Today, 
http://wvvw.nytoday.com 

www.mediainfo.com 
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Motley  Fool,  Doonesbury,  and  other  features  to 
online  newspapers. 

Frank  Na 

frankna  1 00@  hotmail.com 
Na  is  the  director  of  technical  development  of 
United  Daily  News  Group  in  Taipei,  Taiwan. 

Steve  Outing 
steve@planetarynews.com 
Outing  is  a  popular  columnist  for  Editor  & 

Publisher  Interactive,  whose  “Stop  The  Presses!" 
column  covers  the  online  news/interactive  media 
industry,  and  he  has  authored  several  research  Norbert  Specker 
reports  on  online  media  topics.  He  also  is  president  nspecker@interactivepublishing  ch 
of  Planetary  News,  an  interactive  media  research  Specker  is  an  interactive  publishing  consultant 
and  consulting  firm  and  is  founder  of  The  Content  atui  prirwipal  of  CATCHUP!  Communications. 

Exchange,  an  Internet  service  that  helps  online 
writers  and  online  publishers  find  each  other. 

Nora  Paul 
npaul  @  poynter.org 

Paul  is  an  associate  in  the  leadership  program  at 
the  Poynter  Institute  where  she  conducts  pro¬ 
grams  in  computer-assisted  research  and  new 
media  management. 

Madan  Rao 

madanr@planetasia.com 

Rao  is  the  vice  president  of  International  In¬ 
formation  Services  at  IndiaWorld  Communica¬ 
tions,  India 's  largest  Internet-based  publisher  of 
news  and  business  information. 

Micha  Reisel 

micha@kommunal-rapport.na 
Reisel  is  publisher/CEO  of  The  Municipal  Reporter. 


Henk  Rijks 

henk  @  paradigma.nl 

Rijks  (1962)  is  co-president  and  founder  of 
Paradigma  BV,  based  in  Amsterdam.  The 
Netherlaruls. 


Judges 
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Jacqueline  Michelle  Ganim 
jmganim@gis.net 

Ganim  is  a  marketing  professiorml  who  has  spent 
over  17  years  in  the  information  iruiustry  with 
NYNEXandGTE. 

Christopher  Harper 

christopherharper@worldnet.att.net 
Harper  is  an  associate  professor  in  the  Journal¬ 
ism  program  of  New  York  University,  teaching 
digital  media. 

Peter  Krasilovsky 

PKra.s@aol.com 

Krasilovsky  is  vice  president  with  Arlen  Com¬ 
munications  Inc.,  a  new  media  research  firm 
based  in  Bethesda,  Md. 


Evan  Rudowski 
evannid@excitecorp.com 
Rudowski  is  director  of  European  operations  for 
Excite  Irw.,  wherefrom  its  London  office  he  over¬ 
sees  the  company's  day-to-day  operations  in 
Europe. 


Milverton  Wallace 

M.S.Wallace@city.ac.uk 

Wallace  teaches  Journalism  and  Internet  research 
in  the  department  of  Journalism,  City  University, 
London. 


Terry  Maguire 

tmaguire  @  newspaper.com 
Maguire  is  a  consultant  on  strategic,  business 
development,  and  international  issues  to  news¬ 
papers  and  other  media  in  the  U.S.  and  prirwi- 
pally  overseas. 

Harley  Manning 

hmanning@  forrester.com 

Manning  focuses  on  design,  production,  and 

content  management  strategies  for  new  media. 

Bill  Mitchell 

bmitch@amuniversal.com 

Mitchell  is  editor  and  director  of  development 

for  Universal  New  Media,  distributors  of  the 


Jane  Wilson 
JaneWil@aol.com 

Wilson  is  a  consultant  who  specializes  in  busi¬ 
ness  planning,  strategic  communications,  and 
executive  recruiting  for  newspaper  new  media 
and  other  organizations. 

Peter  M.  Zollman 

Pzollman@aol.com 

Zollman  is  founding  prirwipal  of  the  Advarwed 
Interactive  Media  Group,  LLC.,  an  independent 
consulting  group  specializing  in  practical  solutions 
and  profitability  in  interactive  media  services. 


IBM  Celebrates 
the  accomplishments 
of  the  1999  EPpy 
Award  Winners. 


Solutions  for  a  small  planet" 


CLASSIFIED  ADVERTISING 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  ha2elp@mediainf0.com  •  michelea@mediainfo.com 


FEATURES 

AVAILABLE 

AUTOMOTIVE 

WHEELS  101:  A  weekly  Q&A  on  the 
basics  of  buying,  leasing,  driving  and 
maintaining  new  and  used  cars, 
SUV's,  and  light  trucks.  Crain  News 
Service,  New  York:  Joe  Hanley,  (212) 
254-0890,  Fax  (212)  254-7646.  Chi¬ 
cago:  Melanie  Glover  (312)  649- 
5464,  Fax  (3 12)  397-5500. 

ENTERTAINMENT 

“Hollywood  Behind  tfie  Scenes” 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

STORY  TIME  STORIES  THAT  RHYME 
Stories  that  educate,  entertain,  rhyme. 
P.O.  Box  41 6,  Denver,  CO  80201 


FEATURES  AVAILABLE 
FREE  Special  Section  Editorial  Package. 
For  a  limited  time,  get  six  special  section 
editorial  packages  for  the  price  of  five. 
Visit  www.powerprose.com  for  the  very 
best  in  low-cost,  syndicated  feotures. 

MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
Insightful  Professional  Journalist, 
informed  activist.  Weekly  (708)  403- 
1 203  www.hanania.com 

INTERNET  &  TECHNOLCXSY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 

PHOTOS 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 
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Editor  &  Publisher:  Your  communication  link 
to  the  newspaper  industry  every  week  since  1884. 


ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)826-1335 

NEWSPAPER  APPRAISERS 

24  HOURS -(51 6)  379-2797 
(727)  786-5930  Fax  (516)  379-3812 
KAMEN  &  CO.  GROUP  SERVICES 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


NEWSPAPER  BROKERS 


BILL  MATTHEVv  COMPANY  conducts 
professional,  confidential  negotiations 
(or  sole  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Lorry  Grimes-Pres.  (301 )  253-5016 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymontl,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


NEWSPAPER  BROKERS 


I  Thousands  of  Papers  Sold.... 

I  We  have  sold  thousands  of  publishing  companies  since  1923 

' _  Wease  caW  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 
&  Associates 


:  Confidential  Appraisal  for : 
!  Estate,  ESOP,  Partners,  ' 
!  Bank,  Tax,  Stock,  Assets 


For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

REUGION  NEWS 

TODAY'S  PRAYER  is  o  new  feature  by 
Linda  Schubert,  author  of  popular 
\'ilRACLE  HOUR  prayer  booklet. 

30-day  free  trial 

todaysprayer@linda-schubert.com 
(408)  734-8663,  fax  (408)  734-8661 


NOTES  FROM  PARADISE  reports  on 
small  town  America,  where  the  reads 
are  bad,  the  air  and  water  good  and 
the  neighbors  friendly.  For  samples 
and  pricing  information,  call: 

PatCorlson  (914)  227-3734 


1  FREE  4-WEEK  trial  of  Travel  The  Net, 
an  established,  low-cost,  weekly  col- 
j  umn  about  travel  services  on  the 
!  Internet;  visitwww.travelthe.net 


NEWSPAPER  BROKERS 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440 
Fax  (909)  624-8852 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554 
Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  #1 1 
Montclair,  CA  91 763 
(909)626-6440  Fox  (909)  624-8852 


MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)  807-7791 
FAX  (602)  807-7795 


NEWSPAPER  BROKERS 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email:jcrlbb@imt.net 


Leader  in  Sale 
of  Community  ii| 

Newspapers  1 

Check  our  References 
(214)265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  De.sco  Dr..  Dallas,  TX  75225 


Experts  under  the  age  cf  10  agree: 

Your  Newspaper  Is 


BORING 


Night  Lights  &  Piliow  Fights 


The  new  feature  from  Reuben-Award- Winning 
Illustrator  Guy  Gilchrist  packages  interactive 
teaming,  family  comics  and  illustrated  verse 
into  a  cohesive  unit  kids  love! 

Now  Appearing  In  over  20  papers 
Including  Hartford  Courant  and  Boston 
Herald:  and  70  online  papers. 

ALSO  AVALABLE  AS  tTiTERNET  OOTTENT 


Call  888'822-8398  for  information  or  to  buy 


NEWSPAPER  BROKERS 


PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.BOLITHO 

Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http://www.bolitho.com 


NEWSPAPERS  FOR  SALE 


CURRENT  LISTINGS 
GOTO 
cribb.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

(512)  476-3950 


NEWSPAPERS  WANTED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  «  hazelpQtnecliainfo.com  «  michelea®mediainfo.coin 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 


SIX  USED  AGFA  980s 
Resolution  of  3600  dpi. 

Use  1 3.3"  wide  IR  film  or  paper. 
Use  Hypen  RIPs  running  on 
50Mhz  486DX  processors. 

Buddy  King 

Phone  (903)  794-3311 
_ Fox  (903)  792-71 83 


TWO  CHESIRE  LABELING  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Call  (256)  546-0600,  ask  for  Bill 


_ MAILROOM _ 

1 372  NEWSPAPER  INSERTING 
MACHINE.  Completely  refurbished  by 
AM  graphics.  Never  installed  since 
refurbish.  Still  in  crates. 

Call  Bill  Kanipe 

_ (770)428-5817 _ 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218 
Fax  (407)  273-9011 


_ MAILROOM _ 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

Spare  Parts  Training  Installation 
Mailroom  Systems 
Buy/Sell  Used  Mailroom  Eciuipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


TWO  SIGNODE  MODELS  MLN-2  and 
MLN-2A,  plus  spare  parts. 

$8,000  for  both.  (831 )  393-9445 


_ PRESSES _ 

8/u  1 973  GOSS  COMMUNITY  w/2 
SC  folders  &  upper  former.  Can  be 
sold  complete  ($250,000  negotiable) 
or  as  two  separate  presses. 

Call  (91 3)  648-2000 


CLARK  electric  forklift  (Newsprint  roll 
stacker).  Two-stage  mast  with  1 90-inch 
reach  (5  rolls),  1450  lb.  capacity  with 
charger.  $2,000. 

Call  Patrick  at  (970)  887-3334 


_ PRESSES _ 

GLOBAL  SINGLEWIDTH  SALES  lie 
Partnered  with  Goss  Graphic  Systems 
Sell/Rebuild  Used  Equipment 
j  1 275  W.  Roosevelt  Rd.,  Suite  103, 
West  Chicago,  IL  601 85 
(630)  876-9977 
fax  (630)  876-9972 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 

(770)  552-1528 
Fax  (770)  552-2669 


HARRIS  VI 5D  21-1/2"  four  unit  press 
with  JF-25B  folder,  Harris  V25  21-1/2" 
fo  ur  unit  press  wi  th  JF-25  folder. 
Equipment  in  New  Jersey. 

Call  (914)  761  -6360  Fox  (91 4)  337-5819 
www.graficaworlclwide.com 


USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
www.webpresses.com 


OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JFl 
folder,  roll  stands,  and  press  drive. 
6-unit  News  King  press  (3  floor  units, 
3  stacked)  with  KJ6  folder,  roll  stands 
and  press  drive.  Tel:  (941)  561-6401. 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 


WANTED  TO  BUY 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fax  (770)  590-7267 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Flarris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 


CLASSIFIED 

ADVERTISING 

DEADLINES 

In-Column 

Advertisements 

Tuesday  noon  (EST)  for 
following  Saturday  issue 

Classified  Display 

Friday  5pm  (EST)  8  days 
prior  to  publication 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ABIDING  CONCERN 
Quality  New  Subscriptions 
CIRCULATION  DEVELOPMENT,  INC. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


1  ABILITY  OTHERS  CAN'T  OFFER 
WE  SELL  MORE  PREPAID  ORDERS 
CIRCULATION  SERVICES,  INC. 
Andy  Orr  (888)  343-0470 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (912)  336-2700 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 

www.mediainfo.com 


CIRCULATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


CIRCULATION  SERVICES 

ppo  START*? 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(800)  671-1230  mpbarton@aol.com 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Cali  Doug  Reese  at  (800)  972-6778 


YOU  SHOULD  CALL  US  LAST 
CIRCULATION  SERVICES,  INC. 
(888)  343-0470 


COMPUTER  SOFTWARE 

j  SOFTWARE  for  AR,  classifieds,  sched- 
I  uling  &  circulation.  Fake  Brains, 

!  Tel:  (303)  791 -3301 

1  http://www.fakebrains.com 

NEWSPRINT  CONSULTANTS 

I  NEWSPRINT  KNOWLEDGE,  INC. 
i  Newsprint  Advise  and  Management 
I  (941)5059721 


I  PRESSROOM  SERVICES 

I  DO  YOU  NEED  HELP  ON  YOUR 

I  ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrade-,  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hr.  line 
(505)842-1357 
P.O.Box  1952 


Albuquerque,  NM  87103 
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INDUSTRY 

SERVICES 


PRESSROOM  SERVICES 

STA-CLIFF  ELEaRIC 

Press  Drive  System 

•Repair 

•Repower 

•Preventative  Maintenance 
•International  Capability 

(717)741-4145  24  hours 


PRESSROOM  SERVICES  , 

TRAINING 

;  PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  | 
j  Unsafe  floors,  catwalks  and  lad- 
!  derways?  Dirty  air  handling  systems,  j 
i  duct  wark?  ^ 

Daily  Service  Cantracts 
j  One  Time  Service 

I  ALL  WORK  DONE  TO  YOUR 

1  COMPLETE  SATISFAaiON!  i 

30  Years  experience!  j 

PRESSROOM  CLEANERS  ! 

CALL  TOLL  FREE  (800)  657-2 110  i 

ADVERTISING  SALES  TRAINING 
Praven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  custamer  retention.  We 
build  teams  that  get  results! 

Call  PraMax  Training 
&  Consulting,  Inc.  (800)  898-0444 

FINALLY!  AN  OFF-THE-SHELF 
CLASSIFIED  TELEPHONE 

SALES  TRAINING  PROGRAM. 

Call  MacDonald  Classified  Services 
(800)237-9075,(765)742-9012 
mcs@macdonaldclassified.com 

ACADEMIC 

ADMINISTRATIVE 

ASSISTANT  PROFESSOR 
DEPARTMENT  OF  JOURNALISM 

BALL  STATE  UNIVERSITY  ! 

GENERAL  MANAGER  OF  THE 
GEORGIA  GUARDIAN 

The  Georgia  Guardian,  Savannah's 

TRAINING 


NEWSPAPER  SALES  MAGIC 

Training  tapes  for  new  subscription 
sales.  Upbeat  series  of  4  tapes  snows 
sales  and  money  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  4301  S.  Pine 
Street,  #57,  Tacoma,  WA  98409. 

(888)  747-2949 

Foi/h  IS  Cod  felt  by  heart,  not  by  reason 

Blaise  Pascal 


HELP  WANTED 


_ ACADEMIC _ 

AMERICAN  UNIVERSITY  SCHOOL  of 
Communication  in  Washington,  DC 
seeks  graduate  fellows  to  assist  in 
teaching  and  professional  duties  while 
earning  a  Master's  degree  in  Journal¬ 
ism  and  Public  Affairs.  This  10-month 
program  begins  in  July.  Program 
includes  Washington  internships  and  a 
faculty  with  professional  credentials. 
The  positions  are  part-time  and  designed 
to  provide  financial  assistance  to  stu¬ 
dents  admitted  for  graduate  study.  For 
more  information,  write  to  School  of 
Communication,  Graduate  Journalism 
Programs,  American  University,  4400 
Massachusetts  Avenue,  NW,  Washington, 
DC  or  E-mail  at  socgradp@american.edu 

THE  UNIVERSITY  OF  GEORGIA  invites 
applications  for  a  tenure-track  position 
at  the  assistant  professor  level  in  the 
Department  of  Journalism  starting  in 
Fall  Semester  1999.  Applicants  should 
have  several  years  of  professional 
experience  in  print  journalism,  an 
earned  doctorate,  and  evidence  of 
quality  teaching  and  research  poten¬ 
tial.  A.B.D.s  with  definite  completion 
dates  will  be  considered.  The  primary 
teaching  responsibilities  will  be  in 
magazine  editing  and  production  and 
magazine  writing.  In  addition,  appli¬ 
cants  should  have  qualifications  to 
teach  in  some  related  area  such  as 
reporting,  editing  or  new  media. 
Department  members  are  expected  to 
participate  in  research  and  service 
activities,  and  may  be  budgeted 
accordingly.  The  university  is  an  affir¬ 
mative  action,  equal  opportunity 
employer,  and  it  encourages  applications 
from  women  and  minorities.  The  col¬ 
lege  offers  A.B.J,  M.A.,  M.M.C.,  and  Ph.D. 
degrees.  It  limits  enrollment  to  approx¬ 
imately  100  graduate  students  and 
600  undergraduate  students.  The 
department  offers  majors  in  newspa¬ 
pers,  magazines  and  publication  man¬ 
agement.  Its  modern  facilities  enable 
students  to  learn  on  the  type  of  soft¬ 
ware,  computers  and  other  equipment 
they  will  use  when  employed  in  the  pro¬ 
fession.  It  has  excellent  relationships 
with  state  media,  who  have  donated 
equipment,  visit  classes  and  provide 
job  opportunities.  Deadline  for  receiv¬ 
ing  applications  is  March  19.  A  letter 
of  application,  resume,  and  the  names, 
addresses  and  telephone  numbers  of 
three  references  should  be  sent  to  Dr. 
John  English,  Chairman,  Search  Com¬ 
mittee,  Department  of  Journalism, 
Henry  W.  Grady  College  of  Journalism 
and  Mass  Communication,  University 
of  Georgia,  Athens,  GA  30602-301 8. 


MUNCIE,  INDIANA 

Tenure-track  positian  available  June 
21,  1999.  Responsibilities  include:  serv- 
j  ing  as  editarial  adviser  to  the  interna¬ 
tionally  acclaimed  campus  daily  news¬ 
paper  with  a  circulation  of  1 4,000  and 
an  annual  budget  of  $700,000; 
supervising  five  full-time  professional 
staff  in  advertising,  accounting,  and 
'  produciion;  teaching  one  course  per 
!  semester  during  the  academic  year;  con¬ 
ducting  research.  The  Daily  News  also 
is  published  three  times  per  week  dur¬ 
ing  the  ten-week  summer  semester. 
Minimum  qualifications:  Master's 
degree  by  date  of  appointment;  excep¬ 
tional  newspaper  advising  experience 
ar  outstanding  professional  newspaper 
experience.  Preferred  qualification: 
doctorate  degree.  Send  letter  of 
application,  curriculum  vitae,  afficial 
transcript  of  highest  degree  earned, 

.  and  the  names  and  telephane  numbers 
I  af  three  references  ta  Marilyn  Weaver, 

I  directar  of  student  publications, 

[  Department  of  Journalism,  Ball  State 
j  University,  Muncie,  IN  47306.  Review 
I  of  applications  will  begin  immediately 
j  and  will  cantinue  until  the  pasition  is 
filled,  www.bsu.edu 

^  Ball  State  University  is  an  equal  oppor¬ 
tunity,  affirmative  action  employer  and 
is  strongly  and  actively  committed  to 
diversity  within  its  community. 

;  ACCOUNTING 

:  BUSINESS  MANAGER 

I  The  Times-Georgian  in  Carrollton,  GA 
j  needs  a  group  Business  Manager  ta 
j  handle  all  accounting  functions  for  two 
j  daily  and  five  weekly  newspapers, 
j  Duties  include  managing  a  staff  of  six, 
j  monthly  financial  statements,  payralls, 
accounts  receivable  and  callectians, 

!  Knowledge  of  Excel  and  other  com¬ 
puter  spreadsheets  is  necessary.  Our 
newspapers  cover  all  areas  west  of 
!  Atlanta  ta  the  Alabama  border.  Car- 
[  rollton  offers  an  excellent  lifestyle  with 
i  a  reasonable  cost  of  living.  You  can 
I  enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This 
fost  growing  area  offers  excellent 
,  opportunities  for  advertising  and 
!  circulation  growth.  We  are  part  of  the 
I  Paxton  Media  Group  of  25  newspa- 
]  pers  offering  excellent  pay  and  bene- 
i  tits.  Send  resume  and  salary  history  to 
Tom  Overton,  publisher.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car- 
rallton,GA  301 1 7. 


award-winning  weekly  newspaper 
I  seeks  ta  fill  the  positian  of  general 
i  manager.  The  general  manager 
i  aversees  all  aspects  of  newspaper 
I  operatian,  and  supervises  the  editarial, 
i  art,  advertising,  circulation  and  busi- 
I  ness  departments.  The  general  man- 
I  ager  is  responsible  for  all  persannel 
I  functions  including  hiring,  firing  and 
j  performance  evaluations.  The  general 
i  manager  takes  an  active  role  in  promot- 
1  ing  the  paper  through  involvement  in 
I  community  events,  and  the  devel- 
'  opment  and  implementation  of  a  com- 
1  prehensive  marketing  plan.  Bachelor's 
degree  required,  management  and 
marketing  experience  desired.  Please 
send  cover  letter,  resume,  and  three 
references  to  Human  Resaurces,  Savan¬ 
nah  College  of  Art  and  Design,  P.O. 
Bax  3146,  Savannah,  GA  31402,  ar 
fax  to  (91 2)  525-5222,  or  E-mail  to 
scadhr@scad.edu  The  Savannah  Cal¬ 
lage  of  Art  and  Design  is  a  private,  nan- 
.  prafit,  ca-educational,  accredited 
institutian  of  higher  educatian  that  con¬ 
fers  Bachelor's  and  Master's  degree  in 
18  national  ar  ethnic  arigin,  religian, 

I  age,  sex,  handicap  ar  marital  status. 

,  Women  and  minorities  are  encouraged 
'  to  apply.  AA/EOE 

GENERAL  MANAGER  NEEDED  for  small 
Massachusetts  daily.  Strong  back¬ 
ground  in  news  and  community  jour¬ 
nalism  required.  Salary  in  $50,000 
range  with  good  benefits.  Reply  to  Box 
08767,  Editor  &  Publisher. 

PROMOTIONS  MANAGER 
Community  Newspaper  Company, 
publisher  of  more  than  100  local 
newspapers  is  seeking  an  individual  to 
plan,  develop  and  implement  advertis¬ 
ing,  circulation  and  promotional  cam¬ 
paigns  for  its  Framingham,  MA  based 
newspapers  and  web  site.  We're  spe¬ 
cifically  looking  for  someone  with 
strong  copywriting  skills,  strategic  plan¬ 
ning,  event  planning  and  strong  proj¬ 
ect  management  skills. 

Successful  candidates  must  be  highly 
organized,  motivated  and  possess 
excellent  interpersonal  and  pre¬ 
sentation  skills.  Previous  experience  in 
the  newspaper  industry  or  related  field 
is  desirable,  but  not  required. 

Interested  candidates  should  fax 
resumes  to  Tobi  Russell  at  (781)  433- 
6740  or  E-mail  to  trussell@cnc.com 


ADMINISTRATIVE 


AWARD-WINNING  COMMUNICA¬ 
TIONS  design  firm  in  Long  Beach, 
CA  (125  employees)  seeks  Human 
Resource  Generalist  to  run  1  -person 
department.  Must  be  SPHR  certi¬ 
fied,  computer  savvy,  creative,  and 
flexible.  Excellent  benefits,  great  envi¬ 
ronment!  Salary  negotiable.  Fax 
resume  and  salary  requirements  to 
(562)  491 -5225,  Attn.  HR. 


ADVERTISING 


ADVERTISING  DIREaOR 

THE  TIMES-NEWS,  a  24,000-seven 
day  morning  daily  newspaper  serving 
Southern  Idaho,  is  looking  for  an 
!  advertising  director  to  lead  its  40- 
i  person  department  of  advertising, 
;  classified  and  design  service.  The  posi- 
;  tion  is  open  for  the  first  time  in  a 
I  decade,  due  to  a  promotion  of  the 
I  present  advertising  director  to  a  pub- 
j  lisher  position. 

Applicants  should  possess  appropriate 
formal  college  education;  extensive 
experience  in  newspaper  advertising 
and  marketing,  a  strong  understanding 
of  small  business  economics;  an 
appreciation  of  the  growth  and  busi¬ 
ness  opportunities  in  smaller  com¬ 
munities;  and  experience  in  negotiation 
of  major  regional  and  national  advertis- 
I  ing  accounts. 

'  Top  candidates  will  have  demonstrated 
:  sales  abilities  and  a  record  of  revenue 
increases;  a  cammitment  to  advertising 
integrity  and  ethics;  the  ability  ta  teach 
others  through  example;  and  the 
:  capability  to  lead  all  aspects  of  a  mod- 
!  ern  newspaper  advertising  department. 

Salary  and  bonus  incentive  based  on 
j  experience  and  performance. 

I  THE  TIMES-NEWS  is  part  of  the 
Howard  Publications  group.  We  offer 
a  competitive  benefits  package,  includ¬ 
ing  health  care  and  a  401  (k)  plan. 

Twin  Falls  is  a  clean,  safe  Intermaun- 
[  tain  city  in  south-central  Idaha,  clase  ta 
;  abundant  appartunities  for  outdoor 
I  recreation. 

Send  resume  and  cover  letter  to  Mary 
Karren,  human  resources  coordinator. 
The  Times-News,  P.O.  Box  548,  Twin 
Falls,  Idaha,  89909,  ar  E-mail  to: 

maryk@magicvalley.com 
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LASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
THE  MORNING  NEVYS,  SC's  fastest 
growing  newspaper,  is  seeking  an  Ad 
Director.  Brand  new  offices  and  press. 
Send  resume  and  salary: 

Tom  Marschel,  P.O.  Box  1 00528, 
Florence,  SC  29501 -0528. 
_ Fax  (843)  31 7-7291 _ 

ADVERTISING  DIRECTOR 

Are  you  committed  to  local  community 
newspapers,  and  the  role  they  play  in 
their  communities?  If  so,  we  have  an 
outstanding  opportunity  for  you! 

Gateway  Publications,  Pittsburgh,  PA  is 
looking  for  a  dynamic  advertising 
director,  able  to  lead  our  1 5  weekly  com¬ 
munity  newspapers  into  the  new  millen¬ 
nium.  We  are  looking  for  an  experi¬ 
enced  “hands  on”  manager  to  lead  by 
example,  motivate  and  drive  profitable 
revenue  for  these  award  winning  com¬ 
munity  newspapers. 

Suburban  community  newspaper  expe¬ 
rience  is  preferred,  but  not  mandatory 
for  this  position.  Must  ba  able  to 
motivate  a  total  advertising  staff  of  21 , 
including  retail  display  and  classified. 
Ideal  candidate  will  be  detail  oriented 
with  outstanding  verbal  and  written 
communication  skills. 

Attractive  compensation  and  benefits 
package,  including  competitive  salary 
and  bonus  structure. 

Mail  or  fax  resume  to: 

Gateway  Publications 
Larry  L.  Dorschner,  publisher 
610  Beatty  Rood 
Monroeville,  PA  1 51 46 

ADVERTISING  SALES  MANAGER 
The  Express-Times  (Southeastern  PA),  a 
48,000  circulatian  daily  newspaper, 
has  an  immediate  opening  for  an 
Advertising  Sales  Manager.  Position 
oversees  an  outside  classified  staff  of  6 
for  the  daily  and  a  staff  of  7  for  a 
direct  mailed  community  weekly  with  a 
circulation  of  1 7,000. 

Ideal  candidate  will  have  a  4-year 
degree  in  advertising/marketing  or 
related  field  coupled  with  newspaper 
sales  and/or  sales  management  expe¬ 
rience.  The  right  individual  will  also  be 
a  quality,  conscientious,  extraordinary 
sales  leader  who  can  train,  motivate 
and  innovate. 

In  return,  we  offer  excellent  salary, 
aggressive  incentive  plan  and  complete 
benefits  package  in  a  fast-growing 
market  that  provides  for  unlimited 
personal  and  professional  growth. 

If  you  posses  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast  paced,  com¬ 
petitive  environment,  mail  or  fax  your 
resume,  cover  letter,  references  and 
salary  requirements  to  The  Express- 
Times,  Attn:  Mark  French,  advertising 
director,  30  North  4th  Street,  Easton, 
PA  1 8044-0391 .  Fax  (610)  258-0988 

www.mediainfo.com 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR  -  Small,  pri¬ 
vately-owned  daily  newspaper  com¬ 
pany  in  northern  New  England  seeks 
marketing  executive  to  lead  a  mature 
staff.  Write  to  Box  08761,  Editor  & 
Publisher. 

ADVERTISING  SALES  MANAGER 
Independent  group  of  paid  community 
weeklies  in  upscale  New  York  suburbs 
seeks  enthusiastic  leader  to  energize 
our  sales  team.  Hire,  train,  motivate 
and  SELL.  You  must  have  proven  ability 
to  make  us  stand  out  from  the  crowd! 
Top  salary,  401  (k)  and  MBOs.  Send 
resume,  salary  history  to  Box  08769, 
Editor  &  Publisher. 

CLASSIFIED  ADVERTISING  MANAGER 

The  Telegraph  Herald,  Dubuque,  Iowa, 
an  independent  and  employee-owned 
daily  newspaper  is  seeking  a  classified 
advertising  manager.  In  addition  to 
having  proven  leadership  skills,  the 
applicant  must  be  able  to  develop  an 
operating  budget/long  range  business 
plan,  have  a  proven  track  record  in 
achieving  revenue  goals,  and  be  able 
to  develop  and  present  integrated 
media  solutions  with  on  emphasis  on 
real  estate,  automative  and  employ¬ 
ment  categories  of  business.  Strong  com¬ 
puter  skills  and  knowledge  of  data¬ 
bases  important. 

Woodward  Communications,  Inc. 
offers  an  excellent  salary,  bonus  and 
incentive  package,  as  well  as  an 
opportunity  to  become  an  employee 
stockholder  after  a  five  year  period.  If 
you  are  looking  for  an  extremely 
rewarding  career  opportunity  and  an 
excellent  quality  of  life  in  northeast 
Iowa,  please  send  a  current  resume,  list 
of  references  and  a  cover  letter  to 
Susie  Wells,  Employment/ Compensation 
Manager,  Telegraph  Herald,  a  division  of 
Woodward  Communications,  Inc.,  P.O. 
Box  688,  Dubuque,  lA  52004-0688. 
AA/EEO.  Women  and  minorities  are 
encouraged  to  apply. 

CLASSIFIED  ADVERTISING  MANAGER 

The  Leaf-Chronicle,  a  Gannett  news¬ 
paper  in  Clarksville,  TN  (24,0(X)  circ.), 
has  an  immediate  opening  for  an 
innovative,  success-oriented  individual 
with  a  proven  track  record  in  newspa¬ 
per  sales  and  management  to  lead 
the  classified  advertising  department. 
Creating  and  executing  initiatives  to 
grow  top  line  revenue  and  increase 
market  share  in  automotive  and  real 
estate  are  a  must.  Candidate's  strengths 
should  include  outside  sales  experience, 
coaching,  excellent  interpersonal/  com¬ 
munications  skills,  budgeting  and  product 
development. 

We  offer  a  competitive  salary, 
attractive  bonus  incentives  and  a  com¬ 
prehensive  benefits  package  that 
includes  a  strong  401  (k)  plan. 

If  qualified,  please  send  resume  and 
salary  requirements  to  HR  Director,  The 
Leaf-Chronicle,  P.O.  Box  31029, 
Clarksville,  TN  37040  or  fax  to  (931) 
648-8001.  EOE 


_ ADVERTISING _ 

CLASSIFIED  REAL  ESTATE  MANAGER 

The  Courier- Journal,  one  of  the  coun¬ 
try's  leading  newspapers  in  a  top  50 
DMA,  is  looking  for  a  dynamic  proven 
sales  professional.  This  position  will 
supervise  inside  and  outside  real  estate 
sales  and  support  staff  in  a  fast  paced 
atmosphere.  The  ability  to  lead, 
motivate  and  manage  sales  strategies 
are  essential.  Classified  real  estate 
management  experience,  knowledge  of 
niche  products  and  online  applications 
are  also  important.  If  you  are  a  career 
minded,  high  energy  individual  that 
can  deliver  results,  we'd  like  to  hear 
from  you.  Please  send  your  resume 
with  a  cover  letter  and  salary  history 
to,  Trevor  Collins,  assistant  classified 
manager.  The  Courier- Journal,  P.O. 
Box  740031,  Louisville,  KY  40201- 
7431 .  Fax  (502)  582-41 61 .  E-mail: 

tcollins@louisvil.gannett.com 
The  Courier- Journal,  a  Gannett  news¬ 
paper,  is  an  equal  opportunity  employer 
who  recognizes  and  appreciates  the 
benefits  of  diversity  in  the  workplace. 

DIREaOR  OF  SALES 

Looking  for  EXHILARATION... 

Then  don't  let  this  opportunity  pass  you 
by!  We  have  been  #1  for  over  28 
years  -  and  this  is  just  the  beginning  - 
we  plan  to  stay  ahead  of  our  Industry! 

GREENSHEET  is  seeking  an  excellent 
communicator  with  proven  sales  lead¬ 
ership  to  join  our  growing  and  exciting 
company. 

You  will  have  primary  responsibility  for 
planning  and  implementing  sales  and 
marketing  strategies,  and  developing 
people.  This  position  interacts  with  all 
levels  within  the  organization.  We 
require  4-6  years  sales  experience  with 
at  least  2  years  experience  overseeing 
sales  managers.  Training  and  market¬ 
ing  background  a  plus. 

We  offer  a  competitive  salary  and 
benefits  package.  Fax/mail/E-mail 
resume  with  salary  requirements  to 
DOS,  P.O.  Box  1379,  Houston,  TX 
77251.  Fax  (7 13)  371-3541. 

E-mail  recruit1@neosoft.com 

Can  you  feel  the  EXHILARATION... 

EOE 

Drug/Background  Checks 

REGIONAL  SALES  MANAGER 
Keister-Williams  Newspaper  Services 
is  contracted  by  newspaper  to  main¬ 
tain  ads  on  their  weekly  church  pages. 
Accounts  furnished;  develop  new 
accounts.  Require  newspaper  experi¬ 
ence,  ad  sales,  and  travel.  Salary  plus 
expense  allowance,  bonus.  Full  and 
Part  time  positions,  especially  Mid- 
West  Area.  FAX  resume  to  (804)  293- 
4884. 

SALES  MANAGER  for  young  company 
with  weekly,  monthly,  annuals  and 
exciting  start-up  with  extraordinary 
potential.  Resume  to  CPM,  32  S.  Main 
Street,  Butte,  MT  59701 . 


_ ADVERTISING _ 

SALES  MANAGER  needed  to  take 
talented,  aggressive  sales  staff  to  the 
next  level  in  Cheyenne,  Wyoming.  Top 
'  candidate  must  possess  ability  to 
i  coach,  excel  in  increasing  soles  talent, 
be  instrumental  in  carrying  out  com¬ 
mission  and  incentive  plans,  as  well  as 
being  proactive  in  new  and  non- 
traditional  product  introductions.  Can¬ 
didate  must  be  able  to  see  big  picture 
and  maximize  performance  of  a  team 
oriented  sales  department.  Right  can¬ 
didate  will  have  compensation  in  mid 
40's  to  start.  Send  resume,  salary  his¬ 
tory,  and  references  to  Scott  Walker, 
VP  Marketing  and  Operations,  Wyo¬ 
ming  Tribune-Eagle,  702  West  Lin¬ 
colnway,  Cheyenne,  WY  82001  or 
E-mail  scott@wyomingnews.com 

SMART,  SOPHISTICATED  FORT-  NIGH¬ 
TLY  in  Salt  Lake  City  (yes,  you've  heard  of 
us  lately)  seeks  an  advertising  director.  At 
this  privately  owned  newspaper  you  will 
oversee  5  person  sales  staff  and  set  sales 
strategy.  Are  you  creative,  entrepre¬ 
neurial?  Let's  talk.  Prefer  candidate  with 
5-plus  years  experience.  We  offer  an 
attractive  base  salary,  plus  incentive 
program  and  benefits.  Fax  (801)  355- 
4999  or  E-mail:  brooke@slcobserver.com 
resume,  cover  letter,  salary  history  to 
Brooke  Adams,  president. 

THE  DAILY  CHRONICLE,  DeKalb, 
Illinois,  an  1 1 ,000  circulation  daily 
and  Sunday  newspaper,  located  just 
west  of  Chicago,  has  an  opening  for 
an  advertising  director.  This  position 
will  direct  the  retail  and  classified  sales 
teams  and  advertising  production/ 
creative  service  operations.  The  ideal 
candidate  must  have  at  least  three 
years  experience  in  advertising  man¬ 
agement;  display  strong  leadership 
skills;  establish,  meet  and  exceed  sales 
goals;  continue  staff  development  and 
training.  You  must  be  able  to  assist 
with  product  development  issues;  new 
product  launch;  planning  and  imple¬ 
mentation  of  aggressive  sales  initiatives 
that  will  grow  top  line  revenues  and 
increase  market  share.  The  ability  to 
lead  and  manage  in  a  competitive 
i  media  environment  is  essential. 

DeKalb  is  home  to  Northern  Illinois 
University  and  offers  a  unique  quality 
of  life  with  small  town  amenities  and 
excitement  of  a  world  class  city  less 
I  than  an  hour  away. 

The  Daily  Chronicle,  A  Pulitzer  Com¬ 
munity  Newspaper,  offers  an  excellent 
j  compensation  and  benefit  plan  that 
I  includes  MBO,  and  401  (k).  For  con- 
I  sideration  please  send  a  cover  letter 
I  and  resume  to  Publisher,  Daily  Chroni¬ 
cle,  P.O.  Box  587,  DeKalb,  IL  601 1 5. 


THE  NEWS-JOURNAL  is  accepting 
resumes  for  Classified  Advertising 
Manager.  The  News-Journal  is  a  fam¬ 
ily  owned,  100,000+  daily  newspaper 
located  in  Daytona  Beach,  FL.  Candi- 
,  dates  should  have  a  minimum  of  five 
years  newspaper  experience  with  at 
least  two  years  dedicated  to  classified. 
Mail  resume  and  income  expectations 
to  Kathy  Coughlin,  director  of  advertis¬ 
ing,  The  News- Journal,  P.O.  Box 
2831,  Daytona  Beach,  FL  32 1 20. 
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HELP  WANTED 

ART/EDITORIAL 

PAGE  DESIGNER/COPY  EDITOR 

Needed  for  features  department  at 
70,000  daily  in  North  Carolina. 
Typical  hours  are  daytime,  Monday- 
Friday.  Duties  include  planning  and 
designing  section  fronts  on  pagination 
system,  editing,  headlines.  Creativity 
and  attention  to  detail  a  must.  Send 
resume  and  tearsheets  to  Michelle 
Valenzuela,  Features  Editor,  Fayet¬ 
teville  Observer-Times,  PO.  Box  849, 
Fayetteville,  N.C.  28302. 

CIRCULATION 

'^Xiblahtrs  Qimdatxon  Pulfillvient  Inc. 

SALES  AND  MARKETING 
REPRESENTATIVE 

Due  to  market  expansion  around 
the  country.  Publisher's  Circu¬ 
lation  Fulfillment  Inc.,  a  national 
company  providing  a  wide  array 
of  circulation  services,  has  open¬ 
ings  for  circulation  sales  and  mar¬ 
keting  representatives  to  oversee 
The  New  York  Times  Single  Copy 
Sales.  Candidates  must  be  sales 
driven  and  have  excellent  written 
and  verbal  communication  skills. 
Knowledge  of  the  newspaper 
industry  a  plus. 

Territories  Avaiiable: 

•  Southern/Central  Texas  and 
Louisiana  (Austin  based  pre¬ 
ferred) 

•  Pennsylvania,  Maryland, 
Virginia  and  parts  of  W.  Virginia 

•  Ohio 

•  North  and  South  Carolina 
(Charlotte  or  Raleigh  based 
preferred) 

•  Missouri,  Kansas.  Iowa 
(Kansas  City  based  preferred. 

To  excel  in  our  fast  paced  envi¬ 
ronment,  the  candidates  should 
have  the  ability  to  create  and 
execute  sales  plans  to  drive 
new  business,  handle  multiple 
projects,  meet  deadlines,  have 
excellent  computer  skills  and 
possess  solid  organizational 
skills.  These  positions  require 
interaction  with  local  newspa¬ 
pers  and  independent  news¬ 
paper  wholesalers.  In  addition, 
sales  initiatives  would  include 
development  of  college  sales 
programs,  chain  store  promo¬ 
tions,  and  retail  merchandising. 

College  degree  preferred. 
Excellent  salary  plus  company 
car  and  bonus  plan.  Send  resume 
and  cover  letter  stating  which 
territory  you  are  interested  in  to: 
P.C.F.  Inc. 

Single  Copy  Sales  Manager 
P.O.  Box  920160 
Norcross,  GA  30010 


_ CIRCULATION _ 

CIRCULATION  DIRECTOR  -  An  oppor¬ 
tunity  to  move  into  departmental  lead¬ 
ership  at  a  privately  held  daily  news¬ 
paper  located  in  Zone  1 .  Must 
demonstrate  leadership,  sales  ability 
and  marketing  philosophy.  Write  Box 
08762,  Editor  &  Publisher. 

CIRCULATION  DIREQOR 

One  of  the  Pacific  Northwest's  leading 
newspapers  is  looking  for  a  dynamic, 
well-rounded  Circulation  Director  to  fill 
a  key  leadership  role. 

The  right  condidate  will  lead  a  team  of 
circulation  professionals  and  direct  all 
sales,  service  and  operational  support 
for  The  News  Tribune,  a  150,000 
circulation  daily  located  in  Tacoma, 
Washington.  We  need  a  superior 
motivator;  a  proven  operator  and  a 
skilled  builder  of  customer  retention 
through  exceptional  sales  and  service. 
Experience  in  launching  a  distribution 
center  network  is  an  advantage,  but 
even  more  important  to  us  are  your 
leadership  skills  and  your  experience 
in  growing  net  paid  numbers. 

This  position  reports  to  the  Publisher, 
and  will  be  filled  by  an  experienced 
Circulator  with  5-10  years  experience. 
We  offer  a  competitive  compensation 
package;  exceptional  growth  opportu¬ 
nities  and  the  beauty  of  the  Puget 
Sound  region  as  your  home. 

To  receive  an  information  packet  and 
apply,  leave  your  name,  address  and 
phone  number  on  message  phone 
(253)  597-8547. 

The  News  Tribune  is  an  equal- 
opportunity  employer.  All  offers  of 
employment  are  contingent  upon 
satisfactory  pre-employment  drug  test 
results. 

CIRCULATION  DIREQOR 
Great  opportunity  for  an  experienced 
circulation  director  who  understands 
marketing.  Proven  record  in  growing 
home  delivery  and  single  copy 
necessary.  Must  be  able  to  motivate 
and  train  staff,  have  a  good  knowl¬ 
edge  of  budgeting,  and  the  desire  to 
{  meet  goals.  Excellent  salary,  bonus 
and  benefits  package.  Major  newspa¬ 
per  company,  great  Northeast  loca- 
;  tion.  Send  resume  to  John  Shields,  The 
Herald  News,  207  Pocasset  Street,  Fall 
River,  MA  02722. 

CIRCULATION  MANAGER 

I 

i  Chattanooga  Publishing,  an  80,000 
!  daily  and  105,000  Sunday  newspa¬ 
per,  located  in  Chattanooga,  Ten¬ 
nessee  is  seeking  an  aggressive,  take 
charge  person  to  lead  our  efforts  in 
1  delivering  excellent  service  to  our 
;  customers.  The  person  we  want  should 
have  strong  customer  service  skills  and 
a  proven  track  record  of  meeting 
customer  expectations.  The  person 
should  be  a  hands-on  manager,  capa- 
j  ble  of  providing  leadership  by  example 
and  the  ability  to  motivate  and  develop 
a  strong  staff.  Experience  in  all  phases 
of  circulation  is  required.  Send  resume 
to  Greg  Sloan,  circulation  director, 
Chattanooga  Publishing,  400  East  1 1  th 
Street,  Chattanooga,  TN  37403. 


_ CIRCULATION _ 

CIRCULATION  MANAGER 
The  South  County  Journal,  a  23,000 
circulation  newspaper  located  in  sub¬ 
urban  Seattle,  is  seeking  an  energetic 
sales  oriented  Circulation  Manager 
who  can  prosper  in  a  fast  growing 
highly  competitive  market.  Ideal  candi¬ 
date  will  have  a  minimum  of  3  years 
circulation  management  experience  in 
a  small  to  midsize  newspaper  with  a 
strong  background  in  sales  and 
customer  service.  We  offer  a  com¬ 
petitive  salary  and  bonus  plan  with 
excellent  benefits  including  a  401  (k). 
Please  send  your  resume  and  cover  let¬ 
ter  to: 

HORVITZ  NEWSPAPERS 
P.O.  Box  90 130 

Bellevue,  WA  98009-9230 
Attn.  JT 

Equal  Opportunity  Employer 

CIRCULATION  SALES  & 

MARKETING  MANAGER 

Oakland  County's  leading  newspaper. 
The  Oakland  Press,  is  looking  for  a 
Circulation  Sales  &  Marketing  Man¬ 
ager  with  a  proven  track  record  in 
sales  who  knows  how  to  implement 
sales  programs  that  will  increase  our 
Home  Delivery  Circulation  in  a  highly 
competitive  market.  This  individual  is 
responsible  for  Telemarketing,  Retail 
Sales,  Special  Event  Sales,  Door-to- 
Door  Sales,  Direct  mail,  and  our 
Circulation  Retention  operation. 
Candidates  should  have  a  minimum  of 
five  years  direct  sales  or  marketing 
experience.  The  right  individual  will 
possess  organization,  planning,  ability 
to  motivate,  and  have  a  desirability  of 
new  technology  and  sophistication  of 
Circulation  Safes.  The  Oakland  Press 
offers  a  professional  staff,  great  work 
environment,  and  excellent  benefits 
with  a  salary  range  of  40k-50k  plus 
MBO  opportunities.  We  are  located  in 
Southeastern  Michigan,  30  miles  north 
of  Detroit.  Oakland  County  is  one  of 
the  most  affluent  counties  in  the  coun¬ 
try.  This  person  will  report  to  the 
Director  of  Circulation. 

Contact:  Floyd  Hamilton,  Director  of 
Circulation  (248)  745-4554. 

SALES  AND  PROMOTIONS 
MANAGER 

Experienced  professional  to  develop 
new  home  delivery  and  single  copy  pro¬ 
motions  including  retention  and  solicita¬ 
tion  programs.  Resources  available,  so 
you  can  expect  positive  results.  Salary 
commensurate  with  experience  and 
MBO  programs,  relocation  allowance 
and  excellent  benefits  package  includ¬ 
ing  matching  401  (k)  plans.  Send 
resume  with  cover  letter  in  confidence, 
including  salary  requirements  to  John 
Brennan,  The  Hour,  346  Main  Avenue, 
Norwalk,  CT  06851 ,  fax: 

(203)  846-9897 

SINGLE  COPY  SALES  MANAGER 

Award-winning  Zone  2,  pushing 
58,000-h  AM  daily  in  exciting  market, 
is  seeking  aggressive,  hands-on 
shirtsleeves  single  copy  sales  manager 
whose  passion  is  aggressive  sales  pro¬ 
motions  and  high  level  customer  ser¬ 
vice.  Send  cover  letter,  salary  history 
and  references  to  Box  08771 ,  Editor  & 
Publisher. 


1 _ CIRCULATION _ 

I  MOTIVATED,  TAKE-CHARGE  individuals 
needed  to  work  full-time  as  district 
i  managers  in  our  home  delivery 
I  department. 

DISTRO  MANAGER 

District  managers  are  responsible  for 
recruitment,  training,  contracting  and 
for  providing  superior  customer  ser¬ 
vice.  Successful  candidates  will  have 
j  three  to  five  years  management  expe- 
i  rience,  preferably  in  newspapers,  and 
I  will  be  able  to  identify  and  quickly 
solve  problems.  Good  organizational 
:  and  communication  skills  a  must;  com¬ 
puter  skills  helpful. 

I  Must  be  able  to  work  flexible  hours. 
Applicants  must  have  reliable  trans¬ 
portation,  current  MVR  and  proof  of 
car  insurance. 

If  you  can  meet  these  requirements  and 
are  ready  to  join  a  company  that  offers 
excellent  salary,  32-45  plus  incentive, 
401  (k)  stock  plan  and  benefits 
packages,  please  submit  your  resume 
and  salary  history  to: 

Denver  Rocky  Mountain  News 
Human  Resources  Department 

400  W.  Colfax  Avenue 
Denver,  CO  80204 

COMMUNICATIONS 

COMMUNICATIONS  SPECIALIST 

Fortune  500  energy  company  has 
opening  for  Communications  Specialist 
in  Southeast.  As  web  site  editor,  will 
develop,  operate  and  maintain  informa¬ 
tion  and  content  on  company's  web 
sites.  Accountable  for  daily  content 
selected,  developed  and  posted  to  web 
pages.  Ensure  site  effectively  commu¬ 
nicates  information  important  for 
company  to  share  and  for  stakeholders  to 
know.  B.A./B.S.  required,  marketing,  PR 
or  journalism  preferred.  Writing  and 
editing  experience  for  company  or 
customer  web  site,  publication  or  news 
organization.  Knowledge  of  web  tech¬ 
nologies  and  software,  including  HTML 
coding,  Adobe  Acrobat,  PhotoShop, 
Frontpage  and  other  common  web 
software  packages.  Send  resume  to  Lisa 
Wilson: 

fax  (770)  225-2439  or 
j  E-mail:  lwilson@innovativesearch.com 

EDITORIAL 

ASSOCIATE  EDITORS 

New  Times  is  looking  for  associate 
editors  at  its  award-winning  weekly 
!  newspapers  in  Denver  and  Fort 
!  Lauderdale. 

1 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
I  editing  test.  Applicants  should  have  a 
[  solid  news  background. 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 
No  phone  calls  or  E-mail,  please 
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HELP  WANTED 

EDITORIAL 

ASSOCIATE  EDITOR 

South  Orange  County  publisher  of 
trade  and  consumer  magazines  is  look¬ 
ing  for  a  talented  associate  editor.  You 
must  have  at  least  a  B.A,  in  journalism, 
English  or  a  related  subject,  and  a  min¬ 
imum  of  two  years  magazine  experi¬ 
ence.  Proficiency  with  QuarkXPress 
and  Microsoft  Word  required.  You 
must  be  organized,  able  to  multi-task 
and  work  effectively  under  tight 
deadlines.  You  must  have  excellent 
copyediting  and  proofreading  skills. 
Solid  knowledge  of  horses  and  the 
equine  industry  required.  Send  your 
cover  letter  and  resume,  along  with 
salary  history  and  references  to  Human 
Resources,  Dept  EP3066  P.O.  Box 
6050,  Mission  Viejo,  CA  92690. 

No  phone  calls,  please 

AWARD-WINNING  30,000-circu¬ 
lation  daily  in  Fairfield  County 
Connecticut  has  an  opening  for  a  Busi¬ 
ness  Editor.  Candidates  should  have  a 
minimum  of  five  years'  daily  newspa¬ 
per  reporting  and  editing  experience; 
understanding  of  business  news  and 
feature  reporting;  excellent  writing  and 
rewriting  skills  including  knowlecige  of 
grammar,  spelling,  punctuation  and 
style.  In  addition,  the  right  candidate 
will  have  first-rate  communications 
skills  and  a  proven  ability  to  manage  a 
staff  and  deal  effectively  with  the  pub¬ 
lic.  He  or  she  will  have  proven  skills  in 
editing  and  newspaper  production. 
Management  experience  is  necessary. 
Please  send  resume  and  clips  to: 

The  Advocate/Greenwich  Time 

75Tresser  Blvd. 

Stamford,  CT  06901 

Attn.  Human  Resources 

AWARD-WINNING  SOUTHEAST  after¬ 
noon  daily  needs  versatile,  hard  work¬ 
ing  Metro  reporter  to  help  produce 
hard-edged  enterprise  stories.  Only 
hard-news  hounds  need  apply.  Willing 
to  consider  entry-level  candidates  with 
star  potential.  Resume,  cover  letter  and 
clips  to  Tabitha  Sparkes,  Birmingham 
Post-Herald,  P.O,  Box  2553,  Birm¬ 
ingham,  AL  35203. 

BANK  RATE  MONITOR'S  online  con¬ 
sumer  news  service  will  be  interviewing 
job  candidates  in  Atlanta  during  the 
online  newspaper  conference,  Febru¬ 
ary  17-20.  We  seek  editors  and 
feature  writers  for  current  and  future 
openings  on  our  personal  finance  sites 
bankrate.com  the  Whlz.com  and 
Consejero.com  (Spanish).  Experience 
journalists  with  beat  reporting  and 
feature  writing  experience  preferred. 
For  an  appointment.  E-mail 
breano@bankrate.com  or  call: 

(561)630-1203 _ 

BANNER-GRAPHIC  NEWSPAPER, 
located  in  Greencastle,  IN  is  looking  to 
fill  two  entry  level  positions.  One  is 
for  a  general  assignment  reporter- 
photographer  and  the  other  is  for  a 
news-sports  opening.  Experience  with 
QuarkXPress  and  layout  preferred. 
Send  resumes  to  Steve  Fields,  Banner- 
Graphic,  100  N.  Jackson  Street,  Green¬ 
castle,  IN  461 35. 


_ EDITORIAL _ 

BUSINESS  EDITOR  | 

1  The  Charleston  (WV)  Gazette  has  an  | 
j  opening  for  a  business  editor  and  I 
I  writer.  We're  looking  for  an  editor  with  j 
ideas  and  initiative  who  can  oversee  I 
and  write  for  two  weekly  business  sec¬ 
tions  plus  daily  coverage.  Experience  is 
a  plus.  The  Gazette  is  West  Virginia's 
largest  newspaper  with  a  52,000  daily 
circulation,  101,000  Sunday.  We're  a 
morning  newspaper  in  the  state  capi¬ 
tal.  Send  your  resume  and  clips  to 
Rosalie  Earle,  managing  editor.  The 
Charleston  Gazette,  1001  Virginia  j 
Street  E,  Charleston,  WV  25304. 

BUSINESS  REPORTERS  j 

Live  and  work  in  Southern  California's  | 
Orange  County.  The  Register,  winner  ' 
of  three  Pulitzer  Prizes,  is  looking  for  a  : 
high-tech  reporter,  a  retail  reporter,  | 
and  a  general  assignment  reporter  to  j 
I  join  the  Loeb  Award-winning  25-  \ 
member  Money  Group.  We  seek  com-  ! 
petitive  self-starters  who  can  navigate 
a  company's  financials,  see  the  human 
element  in  stories,  break  news  and  see 
the  big  picture  for  magazine-style 
pieces.  Please  send  resume,  cover  let¬ 
ter,  and  10  samples  of  your  work  to 
Kate  Lee  Butler,  Senior  Business  Team 
Leader,  The  Orange  County  Register, 
625  N.  Grand  Avenue,  Santa  Ana, 
CA  92701.  E-mail: 

klbutler@link.freedom.com  | 

CHINA  DAILY  is  looking  for  native  | 
English-speaking  journalists  to  work  as  ■ 
i  copy  editors  in  its  Beijing  Office.  Con-  I 
tracts  are  for  one  year.  The  package  ' 
includes  accommodation  in  the  apart¬ 
ment  building  adjacent  to  the  newspa- 
j  per  offices,  return  air  fare,  medical 
insurance  and  four  weeks  paid  leave. 

I  Applicants  should  have  a  minimum  3 
^  years  copy  editing/journalism  experi-  j 
ence.  Send  a  resume,  letters  of  recom¬ 
mendation  and  samples  of  work  to:  | 

Ms.  Wang  Sujuan 
Foreign  Liaison  Office 
China  Daily 

j  1 5  Huixin  Dongjie,  Chaoyang  District 
Beijing  100029,  China 
TekOll  (8610)6491-8542or 
j  0 1 1  (86 1 0)  6492-4488  ext.  23 1 5  , 

I  Fax:  on  (8610)6498-0313  | 

E-mail:  cndaily@public.bta.net.cn  ! 

CITY  EDITOR  -  24K  OH  daily  off  Lake  [ 
Erie  needs  high-energy  idea  person  to  | 
be  key  player  in  our  daily  news  efforts,  j 
Editor  will  bring  enthusiasm,  energy  to  j 
young,  learning  reporting  team.  You  j 
'  will  want  to  impact  our  paper  7  days/ 
week.  Resumes  to  Todd  Franko,  San¬ 
dusky  Register,  314  W.  Market  Street, 
j  Sandusky,  OH  44870  or  E-mail  at: 
toddfranko@sanduskyregister.com 

CITY  EDITOR  -  The  Progress-Index,  ! 
1 9,700  circulation,  in  Central  Virginia,  j 
is  seeking  a  city  editor  with  strong 
!  news  background.  Candidate  must  be  | 
able  to  wont  with  news  staffers  to  gen- 
j  erate  vibrant  stories  that  bring  the  com- 
I  munity  to  life.  The  position  requires 
I  strong  writing  and  editing  skills.  | 
[  Pagination  and  supervisory  experience 
o  must.  Send  resume,  page  design  sam-  I 
[  pies  and  salary  requirements  to  j 
Elizabeth  Hedgepeth,  The  Progress-  j 
Index,  P.O.  Box  71  Petersburg,  VA 
23804.  1 


_ EDITORIAL _ 

CITY  EDITOR  -  The  Naples  Daily  News, 
a  60K  Scripps  Howard  newspaper  on 
Florida's  beautiful  southwest  coast,  has 
an  immediate  opening  for  an  experi¬ 
enced  newsperson  to  direct  its  city 
desk.  We're  looking  for  an  energetic 
leader  with  good  planning  and  people 
skills  who  can  take  our  already  award¬ 
winning  local  coverage  to  the  next  level 
of  excellence.  Please  send  resume,  plus 
the  names  and  telephone  numbers  of  3 
references  to.  Bill  Blanton,  managing 
editor,  Naples  Daily  News,  1075  Cen¬ 
tral  Avenue,  Naples,  FL  34102.  Tele¬ 
phone  (91 4)  263-4852  E-mail: 
whblanton@naplesnews.com 


CITY  EDITOR 

Wyoming's  fastest  growing  daily 
newspaper  between  the  Black  Hills  and 
the  Big  Horn  Mountains  is  looking  for  a 
skilled  newsroom  editor  to  keep  us  on 
the  cutting  edge.  Design,  QuarkXPress 
and  desk  experience  preferred,  but 
senior  reporters  shouldn't  shy  away. 
Our  award-winning  staff  is  small  but 
tough  at  7,000-circulation  daily.  Send 
resume  to  Ann  Franscell,  The  News- 
Record,  P.O.  Box  3006,  Gillette,  WY 
8271 7.  (307)  682-9306  ext  1 1 0. 

COPY/LAYOUT  EDITOR 

THE  DAILY  JOURNAL,  IN  CARACAS, 
VENEZUELA,  seeks  Copy/Layout 
Editors  with  strong  editing  and  layout 
skills.  Pagination  and  knowledge  of 
QuarkXPress  would  be  helpful. 
Excellent  opportunity  to  work  in  South 
America.  Please  send  resume  with 
photo,  work  samples  and  references  to 
Nigel  Cumberbatch,  editor-in-chief. 
The  Daily  Journal,  SKY  BOX  4405  NW 
73rd  Avenue,  Suite  No.  30-751 , 
Miami,  FL  33166-6400. 

Phone  Caracas:  01 1  (582)  232-4738 

COPY  EDITOR  -  The  Springfield  News- 
Sun,  a  34,000  AM  Onio  daily  located 
between  Columbus  and  Dayton,  whose 
staff  has  received  92  Associated  Press 
awards  in  the  1 990s,  has  an  opening 
for  a  copy  editor.  Candidates  must  be 
more  than  a  spell-checker  with  local 
copy,  have  experience  in  pagination, 
layout  and  design.  The  work  week 
(37.5  hours),  salary,  benefits  package 
(401  (k),  personal  days,  birthday,  holi¬ 
days,  etc.)  are  very  competitive.  Send 
resume,  layout  samples  to  Jack 
Bianchi,  managing  editor,  Springfield 
News-Sun,  202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


COPY  EDITOR  with  a  talented  editing 
touch  who  can  write  lively  heads  and 
design  compelling  pages  sought  by 
50,000  Texas  AM.  Send  resume,  clips, 
references  to  James  H.  Denley,  editor, 
Abilene  Reporter-News,  100  Cypress 
Street,  Abilene,  TX  79601 . 


denleyj@abinews.com 


COPY  EDITOR/PAGE  DESIGNER 
The  Maryland  Gazette,  semi-weekly 
paper  just  minutes  from  Baltimore,  has 
an  opening  for  a  copy  editor/page 
designer.  Chance  for  promotion  to 
daily  in  same  company.  Resumes  to 
Bob  Mosier,  306  Crain  Highway, 
S.W.,  Glen  Burnie,  MD  21061 . 


_ EDITORIAL _ 

:  COPYEDITORS 

Dow  Jones  Newswires  is  seeking  expe¬ 
rienced  Copy  Editors.  QualifiecT candi¬ 
dates  need  to  balance  speed  with  the 
ability  to  make  copy  sing.  A  minimum 
of  3  years  of  editing  reporters'  copy 
required.  Business  news  experience  a 
plus  but  not  required. 

Dow  Jones  &  Company  is  the  world's 
premier  publisher  of  business  news 

!  and  information.  Newswires  delivers 
up-to-the-second  news  and  analysis  of 
corporate,  financial  and  political 
events  to  financial  market  and  media 
subscribers. 


I  We  offer  responsible  positions  with  a 
I  leading  international  financial  news 
service,  career  advancement  opportu¬ 
nities,  and  competitive  salaries  with  an 
I  outstanding  benefits  program. 

Please  forward  your  resume  and  salary 
history/ requirements  to: 

Dow  Jones  &  Company 
I  Staffing  Editor 

I  Harborside  Financial  Center 

i  800  Plaza  Two 

1  Jersey  City,  NJ  0731 1-1 199 
FAX:  (201)  938-4466 
E-mail:  Debra.Califf@dowjones.com 
EOEM/F/D/V 
No  phone  calls,  please 

!  EDITORIAL 


Associate  Editor 


...:  Writes  program  scripts  wnich  are 
L.’  consistent  with  the  program’s 
Lij,..  stylistic  and  editorial  guidelines. 
'Mi  anticipates  and  tracks  develop- 
ments  and  trends  in  classical 
Ji;  music,  recommends  specific  stories 
;  and  areas  of  coverage,  and  assists 
‘-'r;  with  cultivating  external  sources 
and  suppliers  of  music  and  infor- 
.  mation  Bachelor's  degree,  with 
studies  in  music  preferred,  or 
'  equivalent,  relevant  experience 
v  required  Two  years  editorial  or 
related  experience  in  classical 
music  required,  and  broadcast 
~  experience  preferred  Demon¬ 
'll-.  strated  skill  in  conversational  ; 

,,  writing  style;  familiarity  with  national 
Jisif  institutions  and  individuals  in  the 
py'  area  of  classic  music:  appreciation 
ir^  of  classical  music's  interrelationship 
“P  with  other  aspects  of  U.S.  cultural 
life:  and  ability  to  handle  tight  dead- 
/'!  lines  required  Applicants  must 
submit  a  writing  sample 
'  Job  Code  #794 

Send/fax  cover  letter  &  resume 
identifying  position  by  number  and  title 

National  Public  Radio 

Human  Resources  Department 
635  Massachusetts  Avenue.  N.W. 

Washington.  D  C.  20001 
Fax  (202)  414-3047  i 

EOE/AA/M/F/0."/ 

For  more  career  information, 
visit  our  web  site  at: 


www.npr.org 


www.mediainfo.com 
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HELP  WANTED 


COPY  EDITOR/PAGE  DESIGNER 
Charleston  (W.  VA)  Daily  Mail  seeks 
applicants  to  join  an  eight-member 
copy  desk  responsible  Tor  editing 
stories  and  designing  news  and  feature 
pages.  Applicants  should  exhibit  good 
editing  and  design  skills  and  news  judg¬ 
ment.  Experience  with  pagination  and/ 
or  QuarkXPress  helpful.  Send  resume 
and  work  samples  to  Steven  J.  Keith, 
news  editor,  1001  Virginia  Street  East, 
Charleston,  WV  25301.  Questions? 
Call  Steven  at  (304)  348-1721  or 
E-mail  at  stevenkeith@doilymoil.com 

COPY  EDITORS  WANTED 
The  Atlanta  Journal-Constitution  is  seek¬ 
ing  experienced  copy  editors.  Excellent 
word  and  grammar  skills  a  must. 
Pagination  and  layout  skills  a  plus. 
Send  resumes/clips  to  Angela  Tuck, 
news  personnel  manager,  72  Marietta 
Street  NW,  Atlanta,  GA  30303. 

DYNAMIC  NEWS  EDITOR  wonted  for 
32,000-circulation  Midwestern  doily. 
You'll  supervise  a  staff  of  seven  staffers 
at  a  7-day  morning  daily  in  a 
metropolitan  area  and  run  the 
newsroom  at  night.  Excellent  design 
news,  and  people  skills  essential.  Send 
resume,  work  samples  to  Box  08756, 
Editor  &  Publisher. 


COPY  EDITORS  SOUGHT 

The  News  &  Observer,  a  1 70,000- 
circulation  daily  in  the  fast-growing 
Triangle  region  of  North  Carolina,  is 
looking  for  copy  editors  with  one  to 
three  years'  experience. 

We  need  energetic,  enthusiastic  editors 
who  aren't  afraid  to  challenge  copy 
;  and  who  can  spot  holes  that  everyone 
[  else  may  have  missed.  We  need  good 
headline  and  cutline  writers  who  can 
I  enhance  a  story  with  a  clever  turn  of 
I  phrase. 

Successful  candidates  will  edit  staff  and 
I  wire  copy,  work  on  the  wire  desk  and 
i  fill  in  as  slot.  Candidates  should  hove 
daily  newspaper  experience  and  be 
able  to  step  into  the  position  with 
minimal  training. 

Prove  you're  the  right  choice  for  the 
job  by  sending  a  cover  letter  outlining 
your  qualifications,  an  autobiography 
j  showing  you  can  write,  a  list  of  four  pro¬ 
fessional  references  and  samples  of 
your  headlines  and  edited  copy  to: 

Thad  Ogburn 
News  Editor 
The  News  &  Observer 
21 5  S.  McDowell  Street 
P.O.Box  191 
Raleigh,  NC  27602 


Editorial  Opportunities 

Due  to  several  internal  promotions,  Kalmbach  Publishing  Co.,  one 
of  the  most  successful  hobby  magazine/book  publishers  in  the 
country,  has  immediate  editorial  positions  available.  Ideal 
candidates  will  have  solid  editing  and  writing  experience;  excellent 
grammatical  skills,  and  computer  proficiency  (Macintosh 
experience  a  plus).  Bachelor's  degree  in  English,  Journalism  or 
Liberal  Arts  preferred  but  will  consider  combinations  of  related 
work  experience  and  hobby  knowledge  as  equivalent. 

Managing  Editor,  FINESCALE  MODELER  -  The  #1  magazine  in 
the  scale  modeling  field.  Individual  will  supervise  a  staff  of  four. 
Magazine  editorial  production  and  supervisory  experience 
required.  Knowledge  of  scale  modeling  is  a  strong  qualifier. 

Associate  Editor,  FINESCALE  MODELER  •  Basic  photography 
skills  and  an  interest  in  scale  modeling  a  plus. 

Associate  Editor,  SCALE  AUTO  ENTHUSIAST  -  The  #1  magazine 
in  the  scale  auto  modeling  field.  Car  modeling  and/or  automobile 
interest  preferred. 

Assistant  Editor,  MODEL  RETAILER  -  The  leading  trade 
magazine  for  hobby  and  specialty  retailers.  Knowledge  of  retailing 
industry  and  hobbies  a  plus. 

We  offer  an  excellent  benefits  package  that  includes  401  (k)/profit 
sharing  and  relocation  assistance.  Our  offices  are  located  in  a 
beautiful  western  suburb  of  Milwaukee,  Wisconsin.  Qualified 
candidates  should  submit  a  resume  and  cover  letter  detailing 
related  experience  AND  SALARY  REQUIREMENTS  to:  Human 
Resources  Department,  EDT-3,  Kalmbach  Publishing  Co., 
21027  Crossroads  Circle,  P.O.  Box  1612,  Waukesha, 
Wl  53187-1612.  Fax:  (414)  796-0739.  E-mail:  hr@kalmbach.com. 

Visit  our  website;  www.kalmbach.com. 

L  Equal  Opportunity  Employer  a 


\  The  Kalamazoo  Gazette  is  looking  for 
i  a  page  designer/copy  editor  to  join 
j  our  Design  Team.  The  applicant  should 
be  able  to  handle  breaking  news  sec- 
I  tion  front  pages  as  well  as  creative 
j  feature  covers.  QuarkXPress  experi- 
I  ence  required.  In  addition  to  strong 
design  skills,  we  are  looking  for 
excellent  skills  in  spelling  and  gram¬ 
mar,  appreciation  of  good  photos  and 
a  keen  interest  in  local/national/world 
news.  Experience  in  Freehand  and 
informational  graphics  a  plus.  Affirma¬ 
tive  Action/Equal  Opportunity 
Employer.  Send  resume  and  at  least  a 
!  dozen  page  samples  by  March  1 5  to: 
i  Kristine  Pioch 

i  Design  Editor 

j  Kalamazoo  Gazette 

P.O.  Box  2007 

;  Kalamazoo,  Ml  49003 

DENVER  POST 
WASHINGTON  BUREAU 

The  Post  is  seeking  a  veteran  jaurnalist  ta 
run  its  Washington,  DC  bureau.  The 
successful  applicant  will  have  experience 
covering  congressional  delegates  and  will 
know  his  or  her  way  around  the  Federal 
t  government.  A  minimum  of  five  years 
!  experience  is  required.  Send  resume  and 
'  clipstaDenyseAlbertus,  1560Broadway, 
Denver,  CO  80202. 

EDITOR  FOR  NATIONAL  trade  pub¬ 
lication.  Focus  -  entertainment  and 
specialty  retailing.  Call  Ann: 

(609)  587-6200 

i  EDITOR  FOR  OUTDOOR  specialty 
;  start-up.  Features,  hard  news.  Develop 
i  and  direct  stable  of  stringers.  Internet 
I  fluent.  Resume,  clips  to  CPM,  32  S. 
j  Main  Street,  Butte,  MT  59701 . 

I  EXECUTIVE  EDITOR  -  National  Journal 
]  Group  is  seeking  a  creative  editor  to 
j  take  the  lead  in  the  day-to-day  opera- 
I  tions  and  editorial  innovations  for 
j  Greenwire  and  Daily  Energy  Briefing. 

I  The  successful  candidate  will  possess  a 
I  working  knowledge  of  environmental 
j  and  energy- related  politics;  have 
demonstrable  management  experience; 
be  an  outstanding  writer  and  editor; 
i  and  possess  a  can-do  attitude. 

i 

i  Responsibilities  include  overseeing  the 
news-gathering  process  and  story 
assignments;  hiring  and  training  staff; 

I  writing  and  editing  some  of  the  most 
j  challenging  material  an  deadline; 

'  develaping  and  managing  budgets' 

:  speaking  ta  subscribers,  interested 
\  groups  and  media;  and  warking  with 
I  seniar  management  and  colleagues  to 
!  develop  editorial  policies  and 
innovative  projects. 

'  Natianal  Journal  Group  offers  a  com- 
,  petitive  salary  and  autstanding  benefits 
as  well  as  o  casual,  collegial  working 
environment  and  significant  opportu¬ 
nity  for  professional  growth.  Interested 
'  candidates  should  send  o  cover  letter, 
j  including  salary  requirements  and  a 
resume  to  Pat  Miller  either  by  fax  to 
(703)  51 8-871 4  or  E-mail: 

pmiller@njdc.com 


EDUCATION/TECHNOLOGY 

REPORTER 

I 

The  Chronicle  of  Higher  Education,  a 
j  national  newspaper  based  in  Wash- 
i  ington,  is  seeking  a  reporter  to  write 
I  about  trends  in  technology  for  teaching 
and  administration,  as  well  as  about 
the  impact  of  technology  on  scholarly 
research  and  campus  life.  The  reporter 
will  write  both  daily  on-line  news 
stories 

http://chronicle.com/infotech/ 
and  in-depth  features  for  the  weekly 
publication.  The  job  involves  some 
travel  and  requires  appreciable  report- 
I  ing  experience,  good  writing  skills, 

I  and  an  eagerness  to  tackle  complex 
material.  Familiarity  with  higher  educa- 
I  tion  and  with  information-technology 
issues  will  be  helpful.  Pay  is  com¬ 
petitive,  and  benefits  are  excellent. 
Curiosity,  creativity,  and  a  sense  of 
humor  are  welcome.  Send  a  cover  let¬ 
ter,  a  resume,  and  samples  of  your  writ¬ 
ing,  either  by  E-mail  or  surface  mail 
(please  do  not  telephone): 

lawrence.biemiller@chronicle.com 

\  Lawrence  Biemiller 

\  Senior  Editor,  Information  Technology 
The  Chronicle  of  Higher  Education 
1 255  23rd  Street,  NW 
Washington,  DC  20037 

The  Chronicle  of  Higher  Education  is 
an  Equal  Opportunity  Employer. 

ENERGETIC  REPORTER  for  police  beat 
sought  for  22,000-circulation  daily  in 
I  Northern  California.  Western  candi¬ 
dates  preferred.  Daily  reporting  or 
weekly  editing  experience  necessary. 
Some  night  and  weekend  wark 
required.  Send  cover  letter,  resume 
and  clips,  including  examples  of 
enterprise  work,  to  City  Editor  Jerry 
Fingal,  Appeal-Democrat,  1530  Ellis 
;  Lake  Drive,  Marysville,  CA  95901 . 

'  ENERGY  ARGUS  INC.  is  looking  for 
reporters  in  the  New  York  area  to 
cover  electricity  and  gas  markets. 
Energy  Argus  is  a  subsidiary  of 
Petroleum  Argus.  Ideal  candidates 
j  would  have  2-3  years  experience  in  cav- 
!  ering  commadity  or  financial  markets 
for  a  professional  audience.  Please 
send  resume  and  clips  to: 

jobs@petroleumargus.com 

j  FAMILY  OWNED  1  1 ,000  AFTER- 
j  NOON  DAILY  SEEKS  REPORTER.  We 
I  divide  our  beats  by  region,  so  this 
reporter  would  cover  everything  from 
]  school  boards  and  village  councils  to 
i  features  and  businesses.  Salary  com¬ 
petitive  with  newspapers  of  similar 
1  size,  and  same  larger.  Benefits  include 
I  health  package  and  401  (k).  We  have 
a  diverse  econamy,  good  schools,  are 
!  a  county  seat  located  on  a  large  lake 
i  that  offers  camping,  fishing  and  boat- 
I  ing,  and  we  are  home  to  a  branch 
i  campus  af  a  state  university  that  is 
I  undertaking  an  expansion  project. 

I  Send  resume  and  clips  ta  -  Steve 
I  Hallack,  managing  editar.  The  Daily 
[  Standard,  123  E.  Market  Street,  Celina, 
1  OH  45822. 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

FASTIDIOUS  COPY  EDITOR  wanted 
full  time  for  the  online  SonicNet 
Network.  SonicNet  Network  includes 
SonicNet,  Addicted  To  Noise  and  other 
entertainment  sites.  Must  work  in  Son 
Francisco  office.  Email; 

lisa@sonicnet.com  for  more 


FASTIDIOUS  COPY  EDITOR  wonted 
who  con  work  from  home  part-time 
five  mornings  o  week  for  the  online 
SonicNet  Network  www.sonicnet.com 
E-mail  resume  to  Matty  Karas: 

matty@sonicnet.com 


FEATURES  AND  ENTERTAINMENT 
WRITER:  We're  looking  for  a  good 
writer  with  a  sense  of  style  who  is 
plugged  into  pop  music,  TV  and  film 
and  'Net  culture.  You'd  write  about 
local  bands  and  the  club  scene  and 
you'd  preview  national  rock  and  R&B 
acts  coming  to  town.  You'd  also  have 
time  for  any  other  stories  you  can  pitch 
that  are  vital  and  fun.  We're  a  50,000 
circulation  Knight  Ridder  newspaper  in 
a  competitive  two-paper  town.  Send 
your  liveliest  clips  to  Alan  Derringer, 
features  editor.  The  News-Sentinel, 
600  West  Main  Street,  Fort  Wayne, 
IN  46802.  An  equal  opportunity 
employer. 

FEATURES  REPORTER 

The  News  &  Observer  in  Raleigh,  NC, 
is  looking  for  an  experienced  reporter 
and  talented  writer  to  join  its  lifestyle 
staff.  The  ideal  candidate  would  have 
at  least  three  years  daily  reporting 
experience  and  a  creative  approach  to 
conceiving,  reporting  and  writing 
stories.  The  job  will  be  partly  general- 
assignment  and  partly  focused  on  a 
family  issues  beat  exploring  the  human 
drama  from  birth  to  death  through 
innovative  storytelling.  Please  don't 
call;  send  a  resume  with  references, 
along  with  10  clips  and  five  story 
ideas,  to  Melanie  Sill,  managing 
editor.  The  News  &  Observer,  215  S. 
McDowell  Street,  P.O.  Box  191, 
Raleigh,  NC  27602. 


HIGHLY  SELF-MOTIVATED  music  news 
editor  with  strong  line-editing  skills 
wanted  for  full-time  position  in  San 
Francisco  office  of  SonicNet  Network 
www.sonicnet.com 

E-mail  lisa@sonicnet.com  for  more  info 


INTERNSHIPS:  SPEND  SIX  MONTHS 
interning  with  crack  professional 
journalists  in  the  Illinois  Statehouse 
pressroom  in  the  University  of  Illinois  at 
Springfield's  one-year  MA  Public 
Affairs  Reporting  program.  Excellent 
placement  record.  Tuition  waivers, 
$3,000  stipends  during  internship. 
Applications  due  April  1 .  Contact 
Charles  Wheeler,  PAC  418,  UlS, 
Springfield,  IL  62794-9243. 

(217)  786-7494 
E-mail  wheeler.charles@uis.edu 
PAR  Home  Page; 
www.uis.edu/~wheeler/ 

EOE 


_ EDITORIAL _ 

JOIN  THE  RENAISSANCE  IN 
PASSAIC  COUNTY 

The  Herald  &  News,  a  50,000  daily  In 
j  northeastern  New  Jersey,  is  looking  for 
!  a  few  good  journalists.  If  you're  com¬ 
mitted  to  excellence  and  enterprise  in 
community  reporting,  the  Herald  & 
News  wants  you.  We  prefer  candi¬ 
dates  from  Zones  1  and  2,  but  will 
'  make  exceptions  for  exceptional  peo- 
ple. 


WE  NEED: 

ASSISTANT  MANAGING  EDITOR, 
ASSIGNMENT:  Join  a  partnership  com- 
:  mitted  to  making  the  news  report  - 
cityside,  sports,  business  and  features  - 
the  metropolitan  region's  best.  We're 
I  in  one  of  the  nation's  most  competitive 
i  markets,  so  we  need  a  dedicated  pro 
I  with  a  distinguished  record.  We're  com- 
I  mitted  to  an  inclusive  leadership  that 
i  challenges  and  values  reporters.  Send 
^  your  resume  and  work  samples  to  Jim 
McGarvey,  editor. 

LIBRARIAN:  Be  the  keeper  of  our  institu¬ 
tional  -  and  electronic  -  memory,  be 
our  web  meister  and  be  the  leader  of 
i  digital  research  in  a  newsroom 
I  dedicated  to  computer  assisted  report- 
!  ing.  A  cyber  pro  has  a  decided  advan¬ 
tage.  Send  resume  and  work  samples 
to  Jim  McGarvey,  editor. 

REPORTER:  Cover  the  waterfront  in  o 
county  with  landscapes  that  range  from 
the  gritty  urban  to  the  bucolic  rural. 
We  have  it  all.  We  need  reporters  who 
will  uncover  news  rather  than  simply  cov¬ 
ering  it.  Fluency  in  Spanish  is  a  plus. 

'  Send  your  resume  and  clips  to  Dino 
Ciliberti,  city  editor. 

The  Herald  &  News 
988  Main  Avenue,  Passaic,  NJ  07055 


LAYOUT/COPY  EDITOR 

The  Gazette  Newspapers,  a  growing 
newspaper  chain  in  the  Maryland  sub¬ 
urbs  and  a  subsidiary  of  The  Washing¬ 
ton  Post,  has  an  opening  for  an  editor 
on  its  fast-paced  layout  desk.  The  ideal 
candidate  will  have  experience  with 
QuarkXPress  and  strong  editing  skills. 

;  Knowledge  of  page  design  and 
Illustrator  or  Freehand  is  definitely  a 
I  plus.  Send  cover  letter,  resume  and 
I  work  samples  to  Mark  Wood,  graph¬ 
ics  editor.  Gazette  Newspapers,  1 200 
Quince  Orchard  Blvd.,  Gaithersburg, 
MD  20878.  Send  E-mail  applications 
to  mwood@gazette.net  EOE 


MANAGING  EDITOR  -  Seeking  innova¬ 
tive,  community  oriented  journalist  to 
take  this  newspaper  to  the  next  level.  The 
Daily  Record,  a  6  day  a  week  5,500 
circulation  paper,  located  in  a  college 
town  and  prime  recreation  area  90  miles 
east  of  Seattle.  Competitive  salary,  ben¬ 
efits  and  great  place  to  live.  Send  resume 
and  cover  letter  to.  Daily  Record,  Bill 
Kunerth,  401  N.  Main  Street,  Ellensburg, 
WA  98926.  Fax  (509)  925-5696  or 
E-mail  to: 

bkunerth@kvnews .  com 


_ EDITORIAL _ 

INTERNET  JOURNAUST 

TRADEHARD.COM,  the  Super- Site  for 
Traders,  seeks  journalist  with  1  -2  years 
minimum  experience.  Good  knowledge 
of  financial  markets  necessary. 
(Technical  analysis  a-h)  Write  intraday 
news  headlines  and  stories  to  assist 
Editor  with  site  content.  Los  Angeles 
Fax  (21 3)  955-4242 


MANAGING  EDITOR 
1 1 ,000  circulation  daily  in  Brattleboro, 
Vermont  seeks  experienced  leader  for 
14  person  newsroom.  Strong  newspa¬ 
per  background  necessary.  Editorial 
writing  and  page  layout  are  among  the 
many  tasks  that  are  a  part  of  this  posi¬ 
tion.  The  Reformer  is  a  Strong  news- 
I  paper  in  a  lively  area  in  need  of  an 
energetic  editor.  Send  resume  to; 

Alinda  Shank 

New  England  Newspapers,  Inc. 

P.O.  Box  1 1 71 ,  Pittsfield,  MA  01 202. 

E-mail:  ashank@medianevrsgroup.com 
fox:  (413)442-7611 


MANAGING  EDITOR  -  1 8,000  circula¬ 
tion,  competitive,  award-winning  morn¬ 
ing  daily  next  to  the  Rocky  Mountains 
seeks  managing  editor  to  lead  30 
person  news  staff  committed  to  in- 
depth  coverage  of  the  community.  Must 
possess  superior  leadership  skills, 
coaching  ability  and  aggressively 
pursue  the  news.  Send  application  let¬ 
ter,  resume  and  samples  to  Personnel 
Coordinator,  Reporter-Herald,  P.O. 
Box  59,  Loveland,  CO  80539. 


i  MANAGING  EDITOR  for  twice-weekly 
Scripps-Howard  newspapers  in  resort 
:  area  on  Florida  gulf  coast.  Supervise 
and  motivate  staff  (6  FT,  1  PT).  Candi- 
I  date  should  understand  importance  of 
j  community  journalism,  have  sound  edit- 
j  ing  skills  and  news  judgment,  be  an 
[  able  people-persan  with  high  energy 
{  and  enthusiasm.  Excellent  benefits. 
Send  resume  to  Mike  Levi,  P.O.  Box 
597,  Destin,  FL  32540.  Fax:  (850) 
654-8455,  E-mail:  mlevi@destin.com 


_ EDITORIAL _ 

MANAGING  EDITOR 

South  Orange  County  publisher  of 
trade  and  consumer  magazines  is  look¬ 
ing  for  an  experienced  managing 
editor.  You  must  nave  at  least  a  B.A.  in 
I  journalism,  English  or  a  related  sub¬ 
ject,  and  a  minimum  of  four  years 
magazine  experience  (with  at  least  two 
j  of  those  years  as  a  managing  or 
j  upper-level  associate  editor).  Profi- 
j  ciency  with  QuarkXPress  and  Microsoft 
I  Word  required.  You  must  be 
j  organized,  able  to  multi-task,  work 
racefully  under  tight  deadlines,  and 
ave  excellent  copy-editing  and  proof¬ 
reading  skills.  VYe  need  a  confident 
I  self-starter  who  will  be  able  to  com¬ 
municate  effectively  and  professionally 
with  the  entire  magazine  team.  Experi- 
I  ence  with  or  interest  in  reptiles  will 
I  make  you  the  perfect  candidate.  Send 
j  your  cover  letter  and  resume,  along 
with  salary  history  and  references  to 
1  Human  Resources,  Dept  EP3054,  P.O. 

Box  6050,  Mission  Viejo,  CA  92690. 
j  No  phone  calls,  please 


MUSIC  EDITOR 

New  Times  has  on  immediate  opening 
for  a  music  editor  at  its  weekly  news¬ 
paper  in  Denver.  Strong  writing  skills 
essential.  Job  entails  planning/editing 
music  section,  hiring  freelance  reviewers, 
and  writing  a  local  music  column  as  well 
as  non-music  feature-  length  pieces.  Send 
cover  letter,  resume  and  five  best  clips  to 
Andy  Van  De  Voorde,  executive  associate 
editor.  New  Times  Inc.,  P.O.  Box  5970, 
Denver,  CO  8021 7. 

No  calls  or  E-mail,  please 


NEWS  EDITOR 

International  publisher,  located  in 
South  Florida,  has  an  excellent  oppor¬ 
tunity  for  a  News  Editor  to  manage 
stories  and  reporters.  Must  have  mini¬ 
mum  5  years  experience  in  a  doily  or 
weekly  environment  in  print  or  TV 
journalism.  Celebrity  entertainment 
experience  a  plus.  Send  resume  with 
samples  of  work  to  Box  08765,  Editor 
&  Publisher.  EOE  M/F/D/V 


Don’t  miss  the  Help  Wanted 
ads  in  this  week’s 

NEWSPAPER 
WORKPLACE  & 
EMPLOYMENT 
FEATURE 

Pages  35  and  36 

NewliiiniS 

*3*  Jr  A 

Chicago  Sun^mes 
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HELP  WANTED 


_ EDITORIAL _ 

OBITUARY  WRITER 

The  Washington  Post  is  seeking  on 
obituary  writer  who  writes  with  grace; 
has  an  absolute  reverence  for  facts  and 
broad  familiarity  with  science,  arts  and 
letters;  can  deal  delicately  with 
sensitive  matters;  and  can  ferret  context 
from  the  most  obscure  reference  works. 
A  love  of  history  and  biography  also 
are  a  plus.  Send  resume  and  clips  to 
News  Personnel/OW,  c/o  The  Wash¬ 
ington  Post,  1150  1 5th  Street  NW, 
Washington,  DC  20071.  No  calls, 
please. 


ONLINE  EDITOR  -  wanted  for  col¬ 
legiate  community  Web  site,  head¬ 
quartered  in  Miami,  FL.  Excellent  news 
judgment,  editorial  skills  and  journal¬ 
ism  degree  required.  Online  experi¬ 
ence  preferred.  Please  E-mail  resume 
and  salary  history  to  sherry@cpnet.com 


PAGE  DESIGNER  WANTED.  Design 
experience  and/or  Baseview  system 
experience  a  bonus,  but  not  required. 
Paper  is  7-day  PM  (Sunday  AM) 
between  Cleveland  and  Pittsburgh. 
Will  design  inside  and  section  fronts. 
All  sections.  E-mail  bronzer@aol.com 


_ EDITORIAL _ 

RAPID  EXPANSION  AT  our  daily 
newspaper  (40,000  circulation  and 
climbing)  has  produced  the  following 
openings: 

GROUP  BUSINESS  EDITOR  -  We  need 
a  leader  to  produce  the  best  business 
section  in  southeastern  Wiscansin.  Ideal 
candidate  will  have  strang  writing  and 
layout  skills,  an  eye  far  hard-hitting, 
relevant,  business  copy  and  the  ability 
to  cultivate  resources  in  a  dynamic  busi¬ 
ness  enviranment.  We  publish  campre- 
hensive  business  news,  not  personal 
advice  columns. 

GROUP  WIRE  EDITOR  -  We  aim  to 


elevate  our  wire  editing  to  an  art  form. 
Through  skillful  editing,  our  readers 
will  get  more  in  20  minutes  with  our 
newspapers  than  an  hour  with  a  metro. 
Our  wire  editor  must  have  a  keen  eye 
for  compelling,  relevant  New  York 
Times  and  Associated  Press  capy,  effi¬ 
cient  layout  skills,  and  a  flair  far 
headline  writing.  2-5  years  desk  expe¬ 
rience  preferred.  Clanley  Publishing 
Group  offers  a  comprehensive  benefit 
package,  grawth  environment  and  the 
opportunity  to  make  a  difference. 
Salary  cammensurate  with  experience. 
We  are  headquartered  in  an  excellent 
area  af  suburban  Milwaukee. 

If  you  thrive  an  campetitian  and  are 
ready  to  move  to  the  next  level  with  us, 
send  resume,  work  samples,  references 
and  salary  history  to  Jeff  Hovind,  editorial 
director,c/aWaukesha  Freeman,  801  N. 
Barstow  Street,  Waukesha,  Wl  53187. 


INFORAAATION  SYSTEMS  INFORMATION  SYSTEMS 


SENIOR  MANAGER 

THE  BALTIMORE  SUN  is  seeking  a  highly  motivated  senior  manager 
to  lead  its  publishing  systems  group  into  the  next  century.  This 
manager  will  be  responsible  for  every  aspect  of  publishing  systems 
including  system  development,  implementation,  and  support  for  both 
prepress  and  postpress  systems. 

The  Sun  has  a  full  agenda  of  system  initiatives  including  editorial  front 
end  upgrade,  editorial  pagination  implementation,  classified 
pagination,  and  upgraded  output  management  systems. 

The  ideal  candidate  will  be  a  seasoned  publishing  professional  with 
experience  in  newsroom  operations,  typography,  graphics,  ad  make¬ 
up,  and  printing  as  well  as  knowledge  of  the  systems  and  software 
which  support  them.  Strong  leadership  and  communications  skills, 
and  the  ability  to  interact  effectively  across  departmental  lines  are 
essential  skills  for  this  manager. 

If  you  have  the  skills  and  energy  for  this  challenging  position  send  your 
resume  to: 


THE  BALTIMORE  SUN 

Director,  Information  Technology 


501  N.  Calvert  Street,  Baltimore,  MD  21278 
Fax:  (410)  783-2559 
E-mail:  isstaffing@baltsun.com 

The  Sun  offers  a  competitive  salary  and  comprehensive  benefit 
package. 

An  Equal  Opportunity  Employer 
M/F/V/D 


!  _ EDITORIAL _ 

I  PAGE  DESIGNER 

National  magazine  group  located  in 
j  boatyard  in  Essex,  Connecticut  seeks 
I  layout  artist  to  join  design  team.  Must 
be  experienced  in  editorial,  layout 
(magazine  or  newspaper),  have  a  prov¬ 
en  sense  of  design,  and  be  proficient 
in  QuarkXPress.  Strong  copy  editing 
skills  a  plus.  Send  resume,  best  page 
layouts,  and  salary  requirements  to: 
Asa  Christiana,  design  editor.  Sound¬ 
ings  Publications,  35  Pratt  Street,  Essex, 
a  06426. 


I  PUBLIC  SAFETY  TEAM  LEADER 
The  Star  Tribune  is  seeking  an  editor  to 
supervise  our  public  safety  team.  This 
editor  should  challenge  past  assump¬ 
tions  about  courts  and  crime  coverage 
and  go  beyond  reacting  to  events  to 
I  focus  on  issues  that  matter  most  to  our 
;  readers.  Candidates  should  have 
supervisory  experience  and  be  able  to 
develop  and  articulate  a  strategy  on 
how  to  provide  aggressive  spot  cov¬ 
erage  as  well  as  trend  and  enterprise 
stories.  Candidates  should  have 
expertise  with  police  and  court  report¬ 
ing.  Apply  by  Wednesday,  March  17. 
Send  resume  and  letter  of  application 
to:  Brenda  Rotherham,  recruiting 
coordinator,  425  Portland  Avenue, 
Minneapolis,  MN  55488.  For  ques¬ 
tions:  call  (800)  829-8742,  ext.  4422  or 
E-mail:  brotherham@startribune.com 
The  Star  Tribune,  an  equal  opportunity 
employer,  is  owned  by  McClatchy 
I  Newspapers  of  Sacramento,  CA.  It  is 
!  the  16th  largest  daily  paper  in  the 
country  with  a  circulation  of  400,362 
'  and  the  1 3th  largest  Sunday  paper  at 
I  670,890.  The  370-person  newsroom 
staff  has  a  long-standing  history  of 
editorial  excellence  and  award  win- 
j  ning  journalism,  including  a  1990 
[  Pulitzer  Prize  for  investigative  reporting. 


'  READY  FOR  THE  news  desk?  Capable 
person  needed  on  small  daily.  Apply  to 
I  News  Editor,  Kansas  Press  Associa- 
!  tion,  5423  Southwest  7th  Street, 
Topeka,  KS  66606. _ 

I  REPORTER  -  The  Springfield  News-Sun, 

I  a  34,000  AM  Ohia  daily,  whose  staff 
I  has  received  92  Assaciated  Press 
awards  in  the  1 990s,  has  an  opening 
I  for  a  reporter  with  at  least  three  years 
i  af  experience  at  a  daily  newspaper. 
Candidates  must  be  aggressive,  a  self¬ 
starter,  have  ability  ta  write  clearly  an 
I  a  wide  range  af  subjects.  The  work 
i  week  (37.5  hours),  salary,  benefits 
package  401  (k),  personal  days,  birth¬ 
day,  holidays  etc.)  are  very  competitive. 

1  Springfield  is  located  between  Col- 
j  umbus  and  Dayton,  off  1-70.  Resumes, 
tear  sheets  shauld  be  sent  ta  Jack 
Bianchi,  managing  editor,  Springfield 
■  News-Sun,  202  N.  Limestone  Street, 

!  Springfield,  OH  45503. 

Phone:  (937)  328-0362 


REPORTER  COMMIHED  TO  com¬ 
munity  journalism  to  work  from  one- 
I  person  bureau  in  Sidney,  NY  far 
i  20,000-circulation  AM  daily.  Experi- 
I  ence  a  must.  Send  resume  and  clips  to 
Rachel  Dickler,  city  editor.  The  Daily 
Star,  P.O.  Bax  250,  Oneanta,  NY 
13820. 


_ EDITORIAL _ 

REPORTER  needed  at  The  Capital,  a 
50,000-circulation  paper,  in 
Annapolis,  MD,  on  the  Chesapeake 
Bay.  Recent  callege  graduates  with 
good  internships  accepted.  Send 
resume  and  clips  ta  Tam  Marquardt, 
managing  editor.  The  Capital,  P.O. 
Box  911,  Annapolis,  MD  21404. 

REPORTERS 

Established  New  Yark  City  publisher 
seeks  beat  reporters  with  a  proven 
ability  ta  dig  for  news  and  develap 
sources.  We  are  a  fast-grawing  com¬ 
pany  that  offers  an  opportunity  to  build 
expertise  in  financial  jaurnalism  in  a  cal- 
legial  work  environment.  Business/ 
finance  background  not  necessary. 
Resume,  letter  and  clips  ta  Securities 
Data  Publishing,  Box  TW,  1 290  Ave¬ 
nue  of  Americas,  36th  Floor,  New 
York,  NY  1 0 1 04  or  fax  to: 

(212)581-4830 


REPORTERS 

International  publisher  is  looking  for 
reporters  with  a  creative  flair,  to  work 
on  weekly  tabloid  in  South  Florida. 
Great  opportunity  for  general  news 
reporters  who  can  take  a  story  and 
give  it  a  unique  style.  Experience  in 
developing  stories  a  must.  Minimum  of 
3  years  related  experience  preferred. 
Celebrity/entertainment  experience  a 
plus.  Send  resume  with  samples  of 
work  to  Box  08766,  Editor  &  Pub¬ 
lisher.  EOE  M/F/D/V 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  aur  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 


If  you  understand  the  difference 
between  magazine-style  reparting  and 
the  hurried  fact-finding  af  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  ta  hear  fram  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 


Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTERS 

THE  DAILY  JOURNAL  IN  CARACAS, 
VENEZUELA,  seeks  general  assignment 
news  reporters.  Strong  writing  skills  and 
good  news  judgment  helpful.  Knowl¬ 
edge  of  Spanish  a  definite  plus.  Can¬ 
didates  should  be  willing  to  relocate  to 
Caracas  at  short  notice.  This  is  an 
excellent  opportunity  to  work  in  South 
America.  Please  send  resume  with 
photo,  work  samples  and  references  to 
Nigel  Cumberbatch,  editor-in-chief. 
The  Daily  Journal,  SKY  BOX  4405 
NW,  73rd  Avenue,  Suite  No.  30- 
751,  Miami,  FL  33)66-6400.  Phane 
Caracas:  01 1  (582)  232-4738 

REPORTERS 

We  need  two  talented  reporters  for  our 
award-winning  30M  daily  and  Sunday 
in  sunny  West  Texas,  one  to  cover  busi¬ 
ness  and  the  oil  and  gas  industry  and 
the  other  to  handle  general  assign¬ 
ments.  Fax  resume  to  Laura  Dennis  at 
(915)  333-7742  or  mail  application  to 
Odessa  American,  222  E.  4th  Street, 
Odessa,  TX  79761. 

SPORTS  REPORTER 

A  9,000  circulation,  six  day  a  week 
AM  circulation  newspaper,  needs  a 
leader  far  two  person  department. 
Duties  include  paginating  pages,  com¬ 
munity  relations  and  managing  skills. 
This  position  is  located  in  Ohio  within 
an  hour  of  Cleveland.  This  is  a  great 
opportunity  for  an  individual  looking  to 
gain  experience  and  be  in-charge. 
Excellent  benefit  package  with  a  large 
independent  company.  Send  cover  let¬ 
ter  and  resume  to  Box  08770,  Editor  & 
Publisher. 


The  Seattle  Times'  Sports  department 
seeks  a  slot  editor.  Great  city,  inde¬ 
pendent  newspaper.  Join  us  as  we  con¬ 
vert  to  mornings  in  an  exciting  new 
push  for  the  section.  Responsibilities 
include  some  first  edits  and  all  final 
reads,  establishing  a  work  flow,  and 
adjusting  to  late-breaking  news.  Appli¬ 
cants  must  have  broad  sports  knowl¬ 
edge,  strong  organizational  skills,  an 
eye  for  detail,  and  work  well  under 
pressure.  Five  years  of  daily  newspa¬ 
per  experience  required.  Send  resume 
to,  Don  Shelton,  Seattle  Times  Sports, 
1 1 20  John  Street,  Seattle,  WA  98 1 09, 
or  fax  (206)  464-3255. 


SUNDAY  EDITOR 

The  Orange  County  Register  is  looking 
for  a  proven  leader  to  bring  creativity, 
energy  and  a  competitive  news  edge  to 
its  weekend  editions.  The  successful 
candidate  will  have  a  minimum  of 
seven  years  experience  as  a  reporter 
and  assigning  editor  at  a  daily  metro. 

The  Register  is  a  400,000  circulation 
newspaper  in  the  highly  competitive 
Southern  California  market.  Please  sub¬ 
mit  a  packet  demonstrating  current 
wark  as  well  as  a  resume  and  one- 
page  statement  of  philosophv  to,  Larry 
Burrough,  625  N.  Grand  Avenue, 
Santa  Ana,  CA  92701 . 

Fox  (714)  565-3691 
No  phone  calls,  please 


THE  ARKANSAS  DEMOCRAT- 
GAZETTE,  winner  of  the  Dallas  Press 
Club's  prestigious  Katie  Award  as  the 
Southwest's  best  major-market  news¬ 
paper,  is  conducting  a  national  search 
for  business  reporters  and  editors.  The 
Democrat-Gazette  is  a  rising  regional 
newspaper  with  Sunday  circulation  of 
300,000. 

BUSINESS  REPORTERS 
Candidates  should  have  at  least  three 
years  of  daily  newspaper  or  weekly 
business  journal  experience,  crisp 
news-  and  elegant  feature-writing 
skills,  and  above  all  the  knack  for 
unearthing  the  beat  story  that  is  com¬ 
monly  ignored  at  other  newspapers. 

ASSISTANT  BUSINESS  EDITOR 
Candidates  should  have  at  least  two 
years  of  editing  experience.  Requisites 
are  strong  reporting  and  writing  skills 
(inckding  rewrite),  sound  news  judg¬ 
ment,  an  eye  for  design  and  graphics, 
and  an  even-keeled  temperament. 

Please  send  resume  and  1 5  clips  to: 

J.E.  Beazley 
Senior  Editor,  Business 
Arkansas  Democrat-Gazette 
121  East  Capitol  Avenue 
Little  Rock,  AR  72201 

THE  STAR-TRIBUNE  has  an  immediate 
opening  for  an  education  reporter. 
Two-years  experience  required.  Send 
clips,  a  budget  analysis,  a  feature  and 
a  meeting  story  to  Steve  Busemeyer, 
city  editor,  Star-Tribune,  170  Star 
Lane,  Casper,  WY  82601 . 

PUBUC  RELATIONS 


_ EDITORIAL _ 

THE  ASIAN  Wall  Street  Journal  seeks  a 
senior  copy  editor  for  its  night  news 
desk  in  Hong  Kong.  The  successful 
candidate  will  have  excellent  editing 
skills  and  mature  news  judgment,  and 
must  work  well  under  pressure.  Layout 
and  production  experience  preferred; 
experience  in  Asia  helpful.  Send 
I  resume  and  references  to  managing 
I  editor  Peter  Stein,  G.P.O.  Box  9825, 

I  Hong  Kong,  or  fax  to:  (852)  2834- 
5291. _ 

THE  EASTSIDE  JOURNAL  (circulation 
50,000)  of  Bellevue,  WA,  just  one 
bridge  away  from  Seattle,  is  looking 
for  a  copy  editor/page  designer  who 
can  bring  style,  saphisticatian  and  sub¬ 
stance  to  our  news  pages.  Solid  work 
and  design  skills  a  must;  QuarkXPress 
I  experience  a  big  p>lus.  Send  a  resume  and 
samples  of  your  best  work  to: 

Ron  Prichard,  News  Editor 
The  Eastside  Journal,  P.O.  Box  901 30 
Bellevue,  WA  98009-9230 

E-mail: 

ron.prichard@eastsidejournal.com 

THE  HERALD  STAR,  a  22,000  circula¬ 
tion  afternoon  doily  newspaper  with 
30,000  circulation  on  Sundays,  seeks 
a  copy  editor  for  its  six-person  copy 
desk  to  work  in  our  paginated  Mac 
environment.  Successful  candidate  must 
be  an  excellent  wordsmith  who  can 
design  with  flair.  Just  30  minutes  from 
Pittsburgh,  we  cover  the  Upper  Ohio 
Valley,  Northern  West  Virginia  and 
Western  Pennsylvania.  Send  resume 
and  samples/clips  to:  Managing  Editor 
j  Frank  Robinson,  401  Herald  Square, 

!  Steubenville,  OH  43952. 

i  _ 

^  PUBUC  RELATIONS 


i  THE  HOUSTON  CHRONICLE  is  seek- 
I  ing  an  assistant  national  editor  for  its 
national  desk,  which  directs  a  seven- 
person  Washington  bureau,  two  gen- 
I  eral  assignment  writers  and  a  NASA/ 

1  aerospace  writer.  Applicants  must  have 
at  least  five  years  of  experience  as  an 
editor.  The  assistant  national  editor  will 
develop  story  ideas,  confer  with 
reporters  on  story  assignments  and  edit 
'  stories,  many  of  them  on  deadline. 

^  Knowledge  of  national  government 
affairs  is  expected. 

To  apply,  send  a  cover  letter  and  a 
resume  to  Russell  Shaw,  national 
editor,  Houston  Chronicle,  P.O.  Box 
I  4260,  Houston,  Texas  772 1 0. _ 

!  THE  INDEPENDENT 

1  Gallup,  New  Mexico 

Managing  or  City  Editor 
We  are  a  16,500  evening  six-day 
operation,  offering  a  competitive 
salary  to  an  experienced  applicant.  “Ex¬ 
perienced"  is  the  operative  word.  Your 
[  willingness  to  serve  a  large  minority 
i  population  important  to  our  continuing 
'  success.  Submit  CV  including  salary 
^  and  education  history  to  Publisher, 

I  P.O.  Box  1 21 0,  Gallup,  NM  87305. 

I  THE  NORTHERN  VIRGINIA  DAILY,  a  six- 
day-a-week  AM  in  the  Northern 
Shenandoah  Valley,  is  seeking  a  sports 
reporter.  Coverage  mainly  of  high 
schools.  University  of  Virginia  and 
'  James  Madison  University.  The  position 
I  includes  two  days  of  desk  work  per 
j  week.  Knowledge  of  QuarkXPress  a 
;  plus.  Send  resume  and  clips  to  Michael 
!  Osipoff,  sports  editor.  Northern  Vir- 
'  qinia  Daily,  P.O.  Box  69,  Strasburq, 

I  VA  22657. 


PUBUC  RELATIONS 


lEstopiMleseiHiopoporliiiiiliiilporausleil! 

Si  usted  es  un  periodista  activo  con  excelente  dominio  del  idioma  esponol  y  comunicociones  orales  y 
escritos  en  ingles  y  ho  estado  pensando  en  obandonor  la  carrera  del  periodismo  a  cambio  de  una 
carrera  de  alto  nivel  de  satisfaccion  en  relociones  de  los  medios  disfusores,  esta  puede  ser  su 
oportunidad. 

Una  de  las  organizaciones  de  servicios  financieros  mas  importantes  del  pais  necesita  a  alguien  que 
puede  extender  su  alcance  a  los  medios  de  difusion  hispanos  y  tombien  servir  como  representante 
para  los  medios  de  difusion  en  ingles.  Conocimientos  comerciales  podran  ser  de  ayuda  pero  no  son 
necesarios.  Sin  embargo,  se  requiere  un  alto  grado  de  deseos  de  aprender. 

Usted  necesito  responder  si  tiene  las  aptitudes  y  esta  dispuesto  a  cambiar  de  domicilio  al  Medio  Oeste 
y  former  parte  de  un  personal  de  medios  de  difusion  de  una  compania  muy  importante.  Tome  el  primer 
paso  para  empezar  a  trabajar  para  un  empleador  que  ofrece  igualdad  de  oportunidades  con  un 
paquete  de  salario  y  beneficios  excelente.  Pora  presenter  su  solicitud,  envie  un  resume,  ejemplos  de 
materiales  escritos  que  haya  desarrollado  y  su  expresion  de  interes  a:  Box  08764,  Editor  &  Puolisher. 

Los  solicitantes  deben  tener  la  autorizacion  para  trabajar  en  los  Estados  Unidos  en  el  momento 
que  son  empleados  para  propbsitos  que  no  seon  capacitaci6n  practica  y  sin  la  patrocinaci6n 
del  empleaaor  para  una  visa  de  trabajo  que  no  sea  inmigratoria. 


www.medjajnfo.com 
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HELP  WANTED 


_ EDITORIAL _ 

THE  SACRAMENTO  BEE,  a  283,000 
daily/350,000  Sunday  circulation 
McClatchy  newspaper,  has  the  follow¬ 
ing  openings: 

METRO  REPORTERS  (2):  If  you're  in 
this  business  to  scoop  the  competition 
with  stories  that  command  attention, 
send  us  your  stuff.  We're  more 
interested  in  reporting  and  writing 
talent  than  specific  beat  backgrounds, 
and  prefer  journeyman  experience.  Com¬ 
puter-assisted  reporting  experience  a 
plus.  Send  resume  and  a  dozen  clips  to 
Joyce  Terhaar,  managing  editor.  Ques- 
tions?Call  (916)  321-1004. 

SPORTS  WRITER:  You  know  stats  from 
the  entire  millennium  -  but  can  you 
also  report  on  the  business  side  of 
sports?  Looking  for  a  hard-hitting 
sports  reporter  who  can  touch  all  the 
bases  --  the  weekend  takeout,  breaking 
news,  behind-the-scenes  dealing  to 
bring  in  a  new  baseball  team  and 
more.  Call  or  send  resume  and  clips  to 
Deputy  Sports  Editor  Tom  Negrete, 
(916)  321-1171. 

The  Sacramento  Bee 
P.O.Box  15779 
Sacramento,  CA  95818 


Before  everything  else,  getting  ready  is 
the  secret  of  success 

Henry  Ford 


MARKET/RESEARCH 


JOIN  A  WORLD 
CLASS  COMPANY! 


FIND/SVP,  a  leading  market  research 
firm  with  31  affiliates  worldwide,  pro¬ 
vides  quick,  concise  telephone  con¬ 
sultation  on  business/market  intelli¬ 
gence. 

We  are  looking  for  individuals  with  3-h 
years  business  research  and/or  con¬ 
sulting  experience  in  any  of  the  follow¬ 
ing  industries: 

■  THLECOMMUNICAT10NS 

■  COMPUTERS 

■  MULTIMEDIA 

■  INDUSTFMAL  PRODUCTS 

Ideal  candidates  are  team  players, 
yet  independent  thinkers;  energetic 
probers  skilled  in  customer  interaction 
and  service,  who  can  utilize  our 
resources  efficiently  to  satisfy  clients’ 
business  research  needs  in  a  timely 
fashion.  Journalism,  or  research 
experience  desirable.  Bachelor's 
degree,  excellent  communication  skills, 
Interpersonal  abilities,  and  computer 
literacy  are  required 
Come  join  our  team  of  professionals 
in  delivering  a  unique  service  to  more 
than  2,000  corporate  clients. 

Please  send  resume  and  salary 
requirements  via  mail  or  fax  to: 
FIND/SVP,  Position  #003,  625 
Ave.  of  the  Americas,  NY,  NY 
10011.  Fax:  212-463-6232.  EOE. 
Visit  our  website:  www.findsvp.com 

Rncf/svp  i 

The  Best  People  To  Find  the  Answers 


; _ EDITORIAL _ 

THE  OMAHA  WORLD-HERALD,  serv¬ 
ing  285,000  subscribers  across  the 
Great  Plains,  seeks  an  assignment 
editor  to  lead  regional  news  coverage 
of  Nebraska  and  western  Iowa.  Job 
{  requires  strong  skills  in  organization, 
j  helping  reporters  spot  and  shape 
1  staries  and  line-editing.  Will  work  after- 
I  noons,  evenings  and  weekends.  Write 
Mike  Reilly,  Metrapolitan/Regional 
Editar,  World-Herald  Square,  Omaha, 
NE  68102-1138.  Or  call  (402)  444- 
j  1 277.  Or  E-mail  jhauser@owh.cam 

THE  SAN  LUIS  OBISPO  Caunty  Tele¬ 
gram-Tribune,  a  35,000  circulation 
Knight  Ridder  newspaper  on  the  Cen¬ 
tral  Califarnia  coast,  is  accepting 
applications  for  anticipated  openings 
for  news  and  feature  reporting  posi- 
‘  tions.  The  Telegram-Tribune  offers  com- 
I  petitive  pay  and  great  benefits.  Send 
cover  letter,  resume,  clips  and 
references  to  Stephen  Hadley,  assistant 
city  editor,  Telegram-Tribune,  P.O.  Box 
1 1 2,  San  Luis  Obispo,  CA  93406  or 
E-mail:  sbadley@telegram-tribune.com 

TWO  REPORTERS,  one  for  our  Cedar 
City  office;  one  for  our  St.  George 
office.  We  are  Utah's  best  newspaper, 
a  25,000-circulatian,  2-editian,  seven- 
day  morning  paper.  We  offer  com¬ 
petitive  salaries,  the  best  place  In  the 
I  world  to  live  and  exceptional  editing. 

;  We  require  experience,  accuracy  and 
I  a  passion  for  good  journalism.  Con- 
I  tact:  Nancy  Perkins,  managing  editor, 
j  The  Spectrum,  275  East  St.  George 
I  Blvd.,  St.  George,  UT  84770  or 
nperkins@thespectrum.com 

VIDEO  PRODUaiON 
REPORTER/EDITOR 

Enjoy  working  from  home?  Telecom¬ 
mute  to  work.  Trade  journal  for  associ¬ 
ation  of  video  producers  seeks 
reporter/editor  to  cover  new  trends/ 
technology  in  professional  video- 
graphy.  The  ideal  candidate  is  a  self- 
j  starter  with  at  least  2-3  years  of  report¬ 
ing/editing  experience,  good  organi¬ 
zational  skills,  and  an  ability  to  work 
with  contributors.  Background  in  pro¬ 
fessional  video  production  a  plus.  No 
phone  calls.  Send  letter,  resume, 

I  references  and  4  work  samples  to: 

I  Mark  Williams 

Del  Mar  Communications 
8499  S.  Tamiami  Trail  #8 
Sarasota,  FL  34238 

EMPLOYMENT  SERVICES 

LOOKING  FOR  WORK  or  a  better  posi¬ 
tion?  We  can  help  at  no  cost  to  you. 
Contact  Jerry  Turner  at  Paper  People, 
E-mail  jturner@mmind.net  or 

Phone  or  fax  (91 8)  542-8861 


INFORMATION  SYSTEMS 

j  DATA  PROCESSING  MANAGER 

A  daily  newspaper  in  Zone  1  is  look¬ 
ing  for  a  MIS  professional,  with  a  min¬ 
imum  of  5  years  newspaper  experi- 
I  ence  in  AS400,  to  manage  our  data 
processing  department.  Must  be  famil- 
!  iar  with  RPG/400,  RPGIII  and  RPGII. 
I  Knowledge  of  INSI  Advertising  Man¬ 
agement  would  be  a  definite  plus. 
I  PliKJse  send  resume  and  salary  require¬ 
ments  in  confidence  to  Box  08768, 
I  Editor  &  Publisher. 


I  INFORA^TION  SYSTEMS 

EDITORIAL  SYSTEMS  MANAGER 

We  are  seeking  an  individual  to 
I  design,  implement  and  manage  a  new 
integrated  pagination  and  editorial 
I  front  end  system.  This  position  requires 
[  proven  ability  to  identify  cutting  edge 
editorial  system  technology  which  will 
improve  the  quality  of  our  newspapers, 
while  streamlining  our  editorial  and 
production  operations.  This  position 
reports  directly  to  the  Director  of 
Application  Development  and  will  work 
j  to  develop  the  team  required  to  lead 
I  system  implementation. 

I  Candidates  must  have  publishing  expe- 
I  rience,  over  1 0  years  technical  experi- 
!  ence  and  a  minimum  of  5  years 
I  managing  large  systems  implementa¬ 
tion  projects  for  multi-site  networked 
publishing  systems.  Other  requirements 
include  a  bachelor's  degree,  profi¬ 
ciency  in  both  PC  and  Macintosh 
desktops,  networking  concepts,  client 
server  issues. 

For  both  positions,  please  send  salary 
requirements  and  cover  letter  to  Maria 
Cullen,  Human  Resources,  Community 
1  Newspaper  Company,  254  Second 
I  Avenue,  Needham,  MA  02494  or  Fax 
j  to  (781)  433-6740. 

MAILROOM 

FAMILY  OWNED  PM  DAILY  (AM 
Weekend).  Average  23,500  circula- 
;  tion.  New  facility  coming.  Manage 
department.  Run  and  maintain 
[  upgraded  Mueller  227  1 0  pocket  and 
I  other  equipment.  Great  opportunity  in 
'  great  college  town  -  Bowling  Green, 
j  KY.  Mork  VonPotten  (502)  783-3259. 

NIGHT  PACKAGING  CENTER 
MANAGER 

The  Times  Newspaper  is  seeking  a 
Manager  to  oversee  our  night  packag¬ 
ing  center  (10  p.m.  -  6  a.m.)  opera¬ 
tion.  Qualified  candidates  must  have 
I  previous  proven  manufacturing  man- 
I  agerial  experience  and  the  ability  to 
j  supervise  and  work  with  a  large  staff. 

j  The  position  requires  an  individual  with 
strong  leadership  and  excellent  people 
skills,  while  being  able  to  meet 
deadline  goals  and  maintain  a  clean, 

I  safe  work  environment. 

[  We  offer  a  competitive  salary  and 
j  benefit  package.  Pre-employment 
j  physical  which  includes  drug  screen 
I  prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
The  Times 

I  500  Perry  Street 

j  P.O.  Box  847 

j  Trenton,  NJ  08605-0847 

j  An  Equal  Opportunity  Employer 


FAX  your  od  to 
212  #929  #1259 


_ MARKETING _ 

RETAIL  MARKETING  MANAGER 

The  Indianapolis  Star  and  The  Indi¬ 
anapolis  News  have  an  immediate 
management  opportunity  in  our  Circu¬ 
lation  Soles  and  Marketing  Department. 
The  Retail  Marketing  Manager  is 
responsible  for  the  creation,  development 
and  implementation  of  the  circulation 
marketing  initiatives  that  grow  both 
circulation  and  revenue.  These  objectives 
will  be  accomplished  through  the 
enthusiastic  management  of  relationships 
I  with  retail  accounts  to  maximize  Single 
j  Copy  sales.  The  proven  ability  to  create 
j  and  implement  successful  point-of- 
I  purchase  display  programs  will  be 
:  considered  a  plus. 

Interested  candidates  should  submit 
a  resume  with  salary  history 
j  and  references  no  later  than 

I  Friday,  March  1 9th  to: 

j  Employment  Division 

I  The  Indianapolis  Star  and 

I  The  Indianapolis  News 

j  P.O.  Box  145 

I  Indianapolis,  IN  46206-0145 

i  RE:  RETAIL  MARKETING  MANAGER 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

I  review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
,  NOT  sponsored  by  a 

university,  society  or 
foundation. 

j  •  Editor  &  Publisher  IS  the 
j  only  independent  weekly 
I  NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBLISHER 
1 1  West  1 9th  Street 
New  York,  NY  1001 1 
i  (212)675-4380 


2 


. 
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HELP  WANTED 


_ NEW  MEDIA _ 

COMMUNITY  NEWSPAPER 
COMPANY 

SENIOR  VICE  PRESIDENT, 
INTERAaiVE  MEDIA 

Community  Newspaper  Company,  is 
Greater  Boston's  fast-growing  media 
company  and  publishes  over  1 20 
newspaper  products  which  reach  over 
one  million  readers  weekly.  Our 
award-winning  newspapers  and 
Internet  products  combined  with  a  com¬ 
mitment  to  people,  technology,  promo¬ 
tion  and  training  provide  a  perfect 
backdrop  for  success.  We  are  particu¬ 
larly  proud  of  our  interoctive  products 
as  we  were  voted  the  1 998  winner  for 
“Best  Classified  Use  of  New  Media”  by 
the  Newspaper  Association  of  Amer¬ 
ica.  We  were  also  voted  the  1 998  win¬ 
ner  for  “Best  Commercial  Application 
in  a  Newspaper  Online  Service”  by 
Editor  &  Publisher  Company. 

If  you  have  3-5  years  of  senior-level 
On-line  management  experience  we 
are  interested  in  talking  with  you. 
Candidates  should  also  possess  strong 
communication  and  excellent  business 
management  skills.  This  position  will 
lead  a  highly-motivated  and  innovative 
staff  to  enhance  our  award-winning 
site  and  leverage  our  position  as  the 
leader  of  local  news  in  our  market.  If 
you  seek  a  career  opportunity  of  a 
lifetime  in  a  fast-paced  entrepreneurial 
environment,  please  send  your  resume 
to: 

Matthew  K.  Poland 
Senior  Vice  President, 

Human  Resaurces 
Community  Newspaper  Company 
254  Second  Avenue 
Needham,  MA  02494 
Fox:  (7B  1)433-6740 
E-mail:  mpoland@cnc.com 
www.cnc.com 

Community  Newspaper  Company 
offers  a  competitive  benefits  package 
and  is  an  equal  opportunity  employer 
committed  to  workforce  diversity. 


THE  QUAD-CITY  TIMES,  a  division  of 
Lee  Enterprises,  has  an  immediate 
opening  for  an  On-line  Manager.  We 
are  looking  for  a  strong,  visionary 
leader  who  can  direct  our  on-line 
initiatives  to  the  future.  Must  have  a  full 
understanding  of  the  on-line  medium 
including  te^nical  knowledge  and 
marketing.  Must  be  able  to  monitor 
new  technology  and  industry  dynamics 
with  an  eye  towards  new  revenue 
strategies  and  content  development. 
Prior  newspaper  experience  along  with 
strong  organizational,  supervisory  and 
communication  skills  desired.  This  is  a 
great  opportunity  to  lead  the  way  in 
our  vision  of  helping  our  community 
“Make  the  Most  of  Yovr  Life”.  Please 
send  a  resume  and  salary  requirements 
to: 

Quad-City  Times 
Human  Resources  Department 
500  E.  Third  Street 
Davenport,  lA  52801 
or  E-mail  to: 

JDEKQCT@aol.com 

EOE 

To  learn  more  about  our  company  and 
see  all  the  positions  we  currently  have 
open  please  visit  our  website  at 
www.QCTIMES.com 


j _ PRESSROOM _ 

i  PRESS  SUPERVISOR 

I  Northern  Colorado  daily  is  looking  for 
an  experienced  Urbanite  pressroom 
I  supervisor.  This  is  a  hands-on  position 
j  that  affers  a  unique  opportunity  to 
advance  your  career  to  the  next  level  -- 
that  of  production  manager.  We  offer 
top  pay  and  benefits,  as  well  as  the 
opportunity  to  live  in  one  of  the  nicest 
cities  in  Colorado.  Please  send  your 
resume  to: 

The  Greeley  Tribune 
501  8th  Avenue 
j  Greeley,  CO  80631 

i  Attention:  Human  Resources 

PRODUCnON/TECH 

I  OPERATIONS  DIREaOR 

I  Central  Maine  Newspapers  is  a  daily 
I  twa  paper  operation  with  a  centralized 
I  printing  plant.  We  produce  quality 
daily  products  and  have  a  healthy  com- 
I  mercial  print  business.  We  have  an 
I  immediate  opening  for  an  experienced 
!  operations  manager  who  can  provide 
,  leadership  to  an  excellent  group  of 
mid-level  managers,  along  with  being 
a  major  player  on  the  senior  manage¬ 
ment  team.  You  must  have  a  firm  grasp 
of  commercial  printing,  MIS,  compos¬ 
ing,  camera-plate,  press  and  mailroom 
operations.  We  function  in  a  col- 
1  laborative  environment.  Competitive 
I  salary  and  benefit  package.  All  this  in 
i  beautiful  central  Maine!  Qualified 
i  applicants  send/fax/E-mail  your 
;  resume  with  cover  letter  to  Nancy 
i  Manes,  human  resources  director.  Cen¬ 
tral  Maine  Newspapers,  274  Western 
Avenue,  Augusta,  ME  04330. 

Fax  (207)621-5621 
E-mail:  nmanes@centralmaine.com 


PRESSRCX3M 


PRODUCnON/TECH 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience  nec¬ 
essary.  If  you  know  prepress,  SQL, 
or  NT,  like  travel,  and  want  out  of 
deadline  dilemmas,  send  resume  to 
Managing  Editor,  Inc.,  Attn:  Peter,  101 
Greenwood  Avenue,  Suite  330,  Jenkin- 
town,  PA  19046orfax(215)886 
5681 

E-mail:  pkelts@maned.com 


I  GROWING  FULL  SERVICE  public 
I  communications  firm  seeks  entrepre- 
{  neurial  SALES  person  with  established 
]  track  record  [4+  years)  to  build  NYC 
office  of  Washington,  DC-based  com¬ 
pany.  Company  specialized  in  concept 
creation,  design  writing,  editing  and 
technological  implementation  of  Web 
Sites,  reports,  CD-ROMs,  manuals  and 
j  other  corporate  communication  require- 
I  ments.  Join  a  dynamic  and  informal 
I  work  environment,  with  congenial  col- 
I  leagues,  competitive  salaries,  and 
I  excellent  benefits.  Check  us  out  at 
I  www.cdinet.com  then  please  E-mail 
I  resume  and  salary  expectations  to: 

!  epresumes@cdinet.com 

Whatever  course  you  have  chosen  for 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  glory  of  striving.. .if  your  sights  are 
set  far  above  the  merely  secure  and 
mediocre 

David  Samoff 


PRESSROOM 


jMacilinist  Foreperson... 

Dow  Jones  &  Company,  publisher  of  The  Wall  Street  Journal 
and  Barron's,  has  an  immediate  opportunity  for  a  Machinist 
Foreperson  in  its  printing  plant  located  in  Phnceton,  NJ. 

In  this  position  you  will  oversee  the  daily  activities  of  the 
machine  shop  to  support  printing  and  mailing  operations. 

You  will  establish  schedules  and  implement  programs  for 
routine  maintenance  and  special  projects.  In  addition,  you  will 
provide  administrative  supervision  of  department  personnel 
and  coordinate  work  with  other  departments. 

The  qualified  candidate  must  have  ten  plus  years  of  experi¬ 
ence  as  a  machinist  in  the  printing  industry.  You  must  have 
good  interpersonal,  oral  and  written  communication  skills. 
Knowledge  of  Goss  -  Metro  printing  presses  is  a  plus. 

We  offer  a  competitive  salary  along  with  an  excellent  benefits 
package.  Please  send  or  fax  your  resume  to: 


Dow  Jones  &  Company 
Staffing  Dept.  AWH-LH 
PO  Box  300,  Bldg.  #3 
Princeton,  NJ  08543-0300 
Fax:  609452-3300 
e-mail: 

allen.hule@dowJones.com 


DmgQNEs^ 


Equal  Opportunity  Employer 


POSITIONS 

WANTED 


_ ADMINISTRATIVE _ 

20  YEARS  EXPERIENCE  as  GM/ 
Publisher  with  weekly,  monthly  and 
niche  publications  seeks  challenging 
new  position  in  California.  Let  me  help 
solve  your  operations,  PR,  sales  man¬ 
agement,  marketing  problems.  New 
product  experience.  High  energy,  low 
maintenance.  Ready  to  work.  Reply: 
swh436@aol.com 

PUBLISHER/GENERAL  MANAGER.  1 8 
year  background  in  circulation  and 
sales/marketing.  Experienced  in  start 
ups,  conversions  and  P&L  responsibilities. 
Community  oriented.  Will  relocate.  Call  T. 
Paul  Mahony  at  (508)  399-5088.  or 
E-mail  at: 

tma3putt@aol  .com 

PUBLISHERS  CONSULTANT  -  Avail¬ 
able  for  short  or  long-term  projects,  or 
for  problem  review,  analysis  or  direct 
management  assistance,  i  work  as  the 
publisher's  right  hand.  Experienced  in 
both  quick  turnaround  techniques  and 
in  achieving  long-range  goals.  Able  to 
develop  or  simply  implement  new 
policies  to  solve  revenue,  distribution 
or  content  problems  by  department,  or 
for  overall  problem  solving.  Skilled  in 
training  ad  rep,  reporting  staff,  circula¬ 
tion  and  management  personnel.  All 
I  services  confidential.  Call  Michael  Bra¬ 
dley  at  (508)  563-2835  or  E-mail: 
mbradley@capecod .  net 

PUBLISHER/GM  -  Daily  to  30,000  or 
Mid-to-large  weekly.  Community 
I  oriented  Publisher.  Strong  advertising 
background.  Motivator,  trainer,  bottom 
I  line  achiever.  Reply  to  Box  08727 
Editor  &  Publisher. 

WELL-ROUNDED  GM  seeks  new  posi¬ 
tion  with  a  growing  company.  Worked 
in  all  sizes  and  positions  of  shoppers 
and  weeklies.  Will  relocate. 

I  Marty  (602)  667-6401 


j  _ ADVERTISING _ 

EXPERIENCED  ADVERTISING  DIREaOR 
with  major  media  corporation  back¬ 
ground  available  for  the  most  challenging 
work.  Exceptional  candi-  date  with  multi¬ 
newspaper,  multi-  market  experience  has 
i  the  tools  to  make  significant  accom¬ 
plishments  for  the  right  employer.  Prefers 
competitive  market  with  a  supportive, 
proactive  upper  management  demeanor. 
Looking  for  a  long-term  relationship. 
Desire  to  relocate  out  of  the  Northeast. 
Call: 

(91 4)  278-4051  or  rtwesten@aol.com 

HIRE  A  WINNER!  Recently  retired.  35 
years  of  sales  experience  at  same 
paper.  Background  includes  classified, 
retail,  casinas  and  majors.  Seeks  posi¬ 
tion  in  Zone  4.  Call  Bob  at: 

_ (609)  484-8621 _ 

PROVEN  CIRCULATION- SALES  pro¬ 
ducer  with  several  years  or  advertising 
sales  experience  seeks  small  to  medium 
I  size  newspaper  or  trade  publication 
(Zones  7,8,9).  Growth  objective.  Call 
I  Matt  (907)  694-7635  or  E-mail: 

!  matman@mtaonline.net 


www.mediainfo.com 
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CLASSIFIED  ADVERTISING 
INFDRMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks  . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  /iidd  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAYMENT 

Make  check  payable  to  Editor&  Publisher 
BBBB]  QImEII  charge  to  your  American  Express. 

VISA  MasterCard  or  Visa.  Please  supply  name 

IHMWI  *4lPW'  ggggEg  account  number,  expiration  date 

and  card  holder's  signature. 

Please  note:  International  ads,  new  accounts  and  positions  wanted  ads  must  pre-pay. 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  wvyw.mediainfo.com 

Rease  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

1 1  W.  1 9th  Street,  New  York,  NY  1 001 1 
FAX:  (212)  929-1259 
E-Mail:  ha2elp@mediainf0.com 
michelea@mediainfo.com 
eileenl@mediainfo.com 

QUESTIONS? 

VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 


_ CIRCULATION _ 

CIRCULATION  MANAGEMENT. 
Dedicated,  experienced,  promotion 
minded  professional  seeks  position  at 
quality,  small  to  medium  sized  doily  or 
group.  “Hands  on"  leader  with  solid 
credentials,  o  sense  of  direction,  true 
people  skills,  and  o  love  for  the  busi¬ 
ness.  Available  immediately.  Send 
replies  to  Box  08755,  Editor  &  Pub¬ 
lisher. 


AGGRESSIVE  SPORTS  REPORTER  with 
five  years  experience  at  major  daily 
seeks  position  as  sports  enterprise 
writer  or  pro/college  beat  in  small  or 
large  market.  Will  relocate.  Mail:  605 
Lake  St.,  Newark,  NJ  071 04. 

E-mail  batts51 50@aol.com. 

EDITORIAL  WRITER/NEWS  ANALYST 
writes  in-depth,  provocative  pieces  on 
foreign  affairs,  domestic  politics;  plus 
religious,  ethnic,  racial,  civil  society 
issues;  17  years  experience  in  daily 
newspapers.  E-mail  at: 

mmalik@erols.com  or  Coll 
(301)772-1477 

EXPERIENCED  SPORTS  WRITER 
Want  to  find  right  place  after  short 
hiatus  away  from  newsroom  environ¬ 
ment,  medium  market.  Creative  and 
hard  working,  experienced  with  col¬ 
lege,  NBA,  NFL  beats,  also  strong 
investigative  and  features.  Also  want  to 
help  on  desk  and  paginate  (QuarkX¬ 
Press).  E-mail  mmorrow@micron.net  or 
call  Mike  at  (208)  255-2729. 


EXPERIENCED,  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relocate.  (305)  891-2595. 

HAPPY  to  fill  your  gap  in  designing, 
editing,  even  reporting!  Journalism  BA 
equivalent.  Fax  (253)  568-2738. 


NATIONAL  PARAMEDIC  with  20  years 
in  newspapers  seeks  medical  or  cops 
beat  on  80k-plus  metro.  Write,  print 
and  magazine  credits.  Respond  to  Box 
08759,  Editor  &  Publisher. 


_ EDITORIAL _ 

NON-FICTION  AUTHOR  and  award¬ 
winning  publicist/journalist  seeks  part 
time  spirituality/New  Age. 

Call  (21 2)  677-3788 


ATTENTION: 

EXECUTIVE  SEARCH  FIRMS, 
RECRUITERS  &  CHAINS 

FORMER  GANNEH  CONTROLLER, 
victim  of  an  acquisition  by  cnhi,  seeks 
opportunity.  Ten  years  experience  as 
controller  and  eighteen  years  in  the 
industry  including  all  facets  of  account¬ 
ing.  Experience:  supervising  ten  full 
timers  and  two  part  timers  (including 
IS),  Veteran  of  two  successful  computer 
conversions,  and  total  responsibility  for 
A/P,  A/R,  GL,  payroll,  F/A,  EOM  clos¬ 
ing,  capital  and  annual  operating 
budget  submissions. 

Telephone:  (217)  442-6813 
E-mail:  rmoore50@worldnet.att.net 

PHOTOGRAPHY 

20-t-  YEARS  PROFESSIONAL  photo¬ 
grapher  still-life/fashian,  indoors  and 
outdoors.  Also  Mac  Savy  with  drum 
scans,  retouching  and  color  correction. 
Very  reasonable  rates.  Call  (917)  339- 
4811. _ 

AWARD-WINNING  PHOTO-JOUR¬ 
NALIST  laoking  to  get  back  to 
daily  scene.  If  a  picture  is  worth  a 
thousand  words,  my  portfolio  is  worth 
millions!!  Can  shoot  everything  from 
“grip  and  grins”  to  spot  news.  As  a 
bonus  -  I  can  alsa  act  as  a  writer.  I 
have  written  numerous  pieces  to  cor¬ 
respond  with  my  photos.  I  am  a  true 
“phatajournalist”  Edward  Lewis: 

(727)  542-3638 


TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 
Targets  newspaper  travel  sections! 
Jeff  (973)  575-1005 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  1001 1 
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New  press  crackdown  in  Cuba 

After  progress,  harsh  criminal  penalties  for  independent  journalists 


by  Mark  Fitzgerald 

In  1998,  a  leading  press  free¬ 
dom  group  says,  Cuba’s  pol¬ 
icy  toward  journalists  mixed 
a  dash  of  progress  with  its  40- 
year-old  stew  of  repression. 

Even  as  the  International 
Press  Institute  (IPI)  reported 
the  mixed  picture  in  1998, 
however,  Fidel  Castro  was 
proposing  much  harsher  crim¬ 
inal  penalties  for  independent 
Journalists.  In  legislation 
adopted  by  the  National  As¬ 
sembly  last  week,  Castro  im¬ 
posed  a  30-year  prison  sentence  and 
100,000-peso  fine  on  dissidents  or  those 
who  collaborate  in  the  “constant  eco¬ 
nomic,  political,  diplomatic,  propagan¬ 
da,  and  ideological  war  ” 

Among  the  possible  offenders:  In¬ 
dependent  Cuban  journalists  or  dissi¬ 
dents  who  have  “direct  or  third-party  col¬ 
laboration  with  radio  or  television  sta¬ 
tions,  newspapers,  magazines,  or  other 
mass  media.” 

In  Fidel  Castro’s  Cuba,  it  seems,  the 
more  things  change,  the  more  they  stay 
the  same. 

According  to  the  just-released  IPI 


report  on  press  freedom 
worldwide,  Cuba  in  1998 
showed  some  unusual  stir¬ 
rings  of  openness:  permit¬ 
ting  The  Associated  Press  to 
open  a  permanent  bureau  for 
the  first  time  in  three 
decades,  accrediting  hun¬ 
dreds  of  U.S.  journalists  for 
the  Pope’s  visit,  and  granting 
the  pontiff  extraordinary  ac¬ 
cess  to  the  official  media. 

At  the  same  time,  IPI 
says,  “Fidel  Castro’s  Com¬ 
munist  regime  and  its  intel¬ 
ligence  apparatus,  the  State 
Security  Agency,  continue  to  clamp 
down  on  Cuban  journalists  attempting  to 
report  independently  on  developments  in 
the  country.  The  authorities  routinely 
harass,  threaten,  arrest,  and  imprison 
journalists,  often  with  a  goal  of  ‘persuad¬ 
ing’  them  into  leaving  the  country.” 

IPI  documents  what  it  calls  a  “cam¬ 
paign  of  persecution”  against  about  40 
journalists  who  attempt  to  work  outside 
the  state  media.  Among  the  worst-off  of 
the  independent  journalists,  IPI  says,  is 
Bernardo  Arevalo  of  Linea  Sur  Press, 
who  has  been  repeatedly  beaten  and 
threatened  with  death  by  state  security 


Pierre  VmHt Reuters 

Fidel  Castro 


Tabloids 

Continued  from  page  8 

Diana.  They  got  slammed  again  over  the 
Monica  story,  and  all  the  while  Internet 
competition  was  nipping  at  their  heels. 

The  Enquirer's  circulation  dropped  to 
2.24  million  at  the  end  of  last  year  from 
2.72  in  June  1997,  while  the  Star’s  circu¬ 
lation  fell  to  1.82  million  from  2.22  mil¬ 
lion  in  the  same  period. 

In  a  recent  retooling  of  its  editorial 
style,  the  Enquirer  has  emphasized  short¬ 
er,  celebrity  news  items  and  moved  away 
from  UFO  stories. 

American  Media’s  revenues  fell  6%  to 
$222.2  million  in  the  nine  months  ended 
Dec.  28,  while  net  income  before  an  extra¬ 
ordinary  item  fell  60%  to  $2.7  million. 

On  Feb.  4,  American  Media  announced 
it  would  stop  publishing  Soap  Opera 
News,  which  lost  $1.5  million  in  the  last 
quarter,  and  Soap  Opera  Magazine.  The 


company  also  publishes  Weekly  World 
News  and  Country  Weekly. 

Despite  the  mainstream  media’s  will¬ 
ingness  to  provide  readers  with  sex  stories 
and  the  public’s  apparent  weariness  of 
sensationalism  in  the  media.  Enquirer  edi¬ 
tor  Steve  Coz  says  the  magazine  is  primed 
to  retake  its  place  as  the  premiere  source 
for  celebrity  gossip  now  that  the  Lewinsky 
scandal  is  over. 

“Celebrities  are  more  promoted  in  the 
American  lifestyle  than  ever  before,”  Coz 
says.  “The  kind  of  journalism  we  do  is 
more  appropriate  than  ever.” 

Pecker’s  challenges  include  growing 
advertising  revenue,  which  now  accounts 
for  less  than  15%  of  overall  revenues, 
Cheen  says. 

Getting  more  people  interested  in  read¬ 
ing  the  tabloids  may  be  easier.  Says 
Cheen:  “Society  has  always  had  a  capaci¬ 
ty  for  more  of  the  macabre.” 


agents  during  imprisonment.  Others 
imprisoned  include  Lorenzo  Paez  of 
Cuba’s  Independent  Press  Bureau  and 
Juan  Carlos  Recio  Martinez  of  the  Cuba 
Press  Agency. 

IPI  portrays  a  dictatorship  that  in  1998 
still  resembles  George  Orwell’s  “1984”: 
“The  Communist  regime  controls  all  that 
is  published,  while  access  to  the  Internet 
is  also  strictly  regulated.  Typewriters 
must  be  registered;  owning  a  fax  machine 
or  photocopier  without  authorization  is 
punishable  by  imprisonment.” 


VS&A  eyes  new 
acquisitions 

Veronis,  Suhler  &  As.sociates,  a  New 
York-based  investment  bank  specializing 
in  media  properties,  has  formed  its  third 
and  biggest  equity  buyout  fund.  The  fund 
has  $1  billion  in  investments,  mainly 
from  corporate  pension  funds,  as  well  as 
banks  and  individuals. 

VS&A  Communications  Partners  III, 
or  Fund  III,  will  invest  in  companies  from 
a  range  of  media  segments,  including 
cable,  broadcasting,  publishing,  and 
information  services. 

Fund  III  has  a  target  portfolio  of 
about  15  companies,  each  valued  at 
between  $100  million  and  $500  mil¬ 
lion.  International  investments  are 
expected  to  comprise  15%  to  20%  of 
the  fund. 

Its  predecessors.  Funds  I  and  II,  initial¬ 
ly  invested  in  1 8  companies  and  complet¬ 
ed  more  than  65  acquisitions. 

“This  is  a  highly  liquid  market  for 
mergers  and  acquisitions,”  says  Veronis, 
Suhler  &  Associates  president  John 
Suhler. 

He  hopes  to  take  advantage  of  ongoing 
communications  industry  consolidation, 
which  he  expects  to  yield  significant 
growth  opportunities. 

Running  the  new  fund,  in  addition  to 
Suhler,  are  managing  general  partners 
John  Veronis,  Jeffrey  Stevenson, 
Gerard  Benford,  and  Martin  Visconti, 
and  principals  John  Sinatra,  Marco 
Sodi,  Scott  Troeller,  and  Mitchell 
Haber. 
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At  local  papers, 
news  touches  nerves 


It  does  not  take  long  for  a  reporter  at  a 
small-town  newspaper  to  become 
hardened. 

Still  new  on  the  job,  he  is  ordered  out  by 
his  editor  to  investigate  car  accidents,  fires, 
killings,  and  all  sorts  of  calamity,  and  when 
he’s  not  covering  breaking  news,  he  spends 
a  lot  of  time  writing  obituaries.  Usually  in 
a  matter  of  months  he’s  had  enough  expo¬ 
sure  to  death  and  the  darker  side  of  human 
nature  to  be  able  to  perform  his  Job  without 
being  swept  away  in  the  wash  of  pain  and 
suffering  he  has  witnessed.  Sometimes,  he 
can  even  joke  about  it. 

This  does  not  mean,  however,  that  all 
this  exposure  causes  reporters  to  lose  their 
compassion.  In  fact,  most  often  the  oppo¬ 
site  occurs  as  they  become  aware  of  the 
misery,  grief,  and  gore 
from  which  they  had  pre-  ^ 

viously  been  protected. 

Some  reporters  just  ^ 

u  .u  A  tne  unpl< 

can  t  handle  this,  and 

they  drift  off  into  other  hprau*; 

jobs.  Others  relish  their 
work,  not  because  they  obligatiOl 

are  ghouls  or  voyeurs  or 
heartless  media  cretins,  qqI 

but  because  experienc¬ 
ing  real  life  —  its 
tragedy  and  comedy  —  interests  them  and 
enriches  their  minds.  Some  of  those 

reporters  go  on  to  become  editors,  who  in 
turn  send  out  new  waves  of  reporters  to 
cover  death  and  destruction. 

And  all  through  their  careers  —  and 
this  is  especially  true  of  small-town  jour¬ 
nalists  —  they  are  constantly  assaulted 
with  angry  questions  about  why  they  do 
what  they  do.  The  questions  come  from 
the  victims  of  crime  and  the  perpetrators, 
from  police  and  firefighters  and  govern¬ 
ment  officials  but  mostly  from  readers. 

“Why  did  you  print  my  name  in  the 
new.spaper?  I’m  a  robbery  victim.  I’ve 
been  hurt  enough!’’ 

“Why  did  you  write  that  story  about  my 
house  being  burglarized?  It’s  nobody’s 
business  but  mine!” 

“Why  do  you  sensationalize  news?  Is  it 
because  you  want  to  sell  more  papers?” 

“Don’t  you  care  about  the  families  of 
accident  victims?” 


We  cover 
the  unpleasantries 
because  it’s  our 
obligation  to  inform 
the  community. 


“Why  do  you  insist  on  finding  out  if 
alcohol  or  drugs  were  involved  in  fatal 
accidents?  Haven’t  their  families  suffered 
enough?” 

“Why  do  we  have  to  read  about  all  this 
anyway?” 

These  are  not  easy  questions.  The  peo¬ 
ple  who  work  for  community  newspapers 
frequently  debate  among  themselves  and 
.sometimes  agonize  over  decisions  about 
what  to  print  and  what  not  to  print. 
Newspapers  develop  policies  to  help  edi¬ 
tors  make  these  decisions  and  establish 
procedures  for  dealing  with  complicated 
issues,  for  example,  suicide.  But  these,  at 
best,  can  be  only  rough  guidelines  because 
the  circumstances  of  events  are  rarely  the 
same.  Each  community’s  priorities  and 
concerns  are  constantly 
changing,  and  every 
human  life  is  unique,  as 

Why  do  we  insist  on 
it’s  our  covering  every  crime, 

and  knowing  every  lit- 
to  inform  detail,  and  printing 
everyone’s  name  and 
munity.  address?  Crime  is  a 

problem  in  our  com¬ 
munities.  It’s  the  duty 
of  a  newspaper  to  inform  its  readers 
about  what  crimes  are  taking  place, 
where  and  at  what  time,  and  to  whom. 
We  can’t  prevent  crime  if  we  don’t  know 
that  it’s  happening. 

Police  are  public  employees,  paid  with 
our  tax  dollars.  What  they  do,  whom  they 
arrest,  and  what  crimes  they  investigate 
are  the  public’s  business.  And  it’s  the  job 
of  a  newspaper  to  find  out  and  tell  people. 

Do  we  sensationalize  the  news,  just  to 
sell  more  papers?  It’s  a  fact  that  newspa¬ 
pers  are  businesses,  and  selling  more 
papers  is  something  we  always  try  to  do. 
But  the  days  are  long  gone  of  newsboys 
hawking  extra  editions  on  street  comers. 
Most  of  our  newspapers  are  delivered  to 
subscribers  who  have  paid  in  advance. 
They  buy  the  newspaper  not  for  one  par¬ 
ticular  article  but  for  the  service,  including 
advertising  and  a  vast  array  of  informa¬ 
tion,  opinion,  and  community  news  — 
news  they  believe  to  be,  for  the  most  part. 


by  Park  Burroughs 


fair,  thorough,  balanced,  and  reliable.  A 
sensational  story  splashed  across  the  front 
page  may  sell  an  extra  100  copies  and 
generate  profit  of  only  a  dollar  or  two. 

Don’t  we  care  about  the  families  of 
accident  victims?  Of  course  we  do.  In  the 
course  of  their  careers  reporters  and  edi¬ 
tors  in  our  small  community  must  some¬ 
day  face  the  troubling  task  of  writing 
about  —  sometimes  in  tragic  terms  — 
their  own  friends,  neighbors,  and  families. 
It  is  a  matter  of  pride  at  our  newspaper 
that  employees  and  their  friends  and  fam¬ 
ilies  are  treated  no  differently  in  print  than 
anyone  else.  This  is  a  matter  of  fairness 
supported  and  enforced  by  the  family 
members  who  have  owned  and  published 
the  paper  for  nearly  1 00  years. 

Why  do  we  insist  on  printing  informa¬ 
tion  about  alcohol  and  drug  tests  of  vic¬ 
tims  in  fatal  accidents?  When  police 
investigate  an  accident,  it’s  their  obliga¬ 
tion  to  determine  what  caused  it.  The 
coroner  is  obliged  to  conduct  tests  to 
determine  if  alcohol  or  drugs  had  a  role. 
And  the  newspaper  has  an  obligation  to 
pass  on  that  information  to  the  public. 

How  and  why  accidents  happen  is  not  a 
private  matter  but  concerns  everyone.  If 
certain  roads  or  certain  vehicles  are 
unsafe,  the  public  ought  to  know.  And  the 
serious  problem  of  drunken  driving  cer¬ 
tainly  won’t  be  reduced  by  ignoring  its 
consequences.  A  recent  article  in  our 
paper  noted  that  there  were  913  people 
arrested  for  drunken  driving  in  Washing¬ 
ton  County,  Pa.,  in  1997,  and  an  alarming 
17%  of  the  drivers  were  repeat  offenders. 
Should  we  accept  these  statistics  and  the 
horrible  mayhem  on  our  highways  as 
inevitable?  Or  should  we  continue  to  alert 
the  public  about  the  dangers  of  speeding 
and  of  drinking  and  driving? 

And  why  must  you  read  about  these  ter¬ 
rible  things?  You  don’t  have  to.  Reading  a 
newspaper  is  something  we  do  by  choice. 
There  is  a  huge  array  of  information  in 
every  copy,  and  it’s  hardly  possible  to  read 
every  article  every  day.  With  such  a  variety 
of  news,  you  cannot  possibly  like  every¬ 
thing  you  read.  But  we  can  assure  you  that 
if  you  read  it,  you  will  be  informed  about 
what  is  happening  in  your  community. 

You  may  not  like  what’s  happening,  but 
you  will,  at  least,  know  the  facts.  {■ 

Burroughs  is  managing  editor  of  the 
Observer- Reporter,  Washington,  Pa., 
from  which  this  article  appeared  in 
slightly  longer  form. 
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